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General Mills quotes a comment 
that with one exception Betty 
Crocker is the best known woman) 
in the United States. 

Who’s Number One — Eleanor) 
or Blondie? | 


7, ¥* 


“The best and nothing but the 
best is labeled Armour Star,” says 
a magazine ad. 

Even if you can’t get it, it’s nice 
knowing about it. 


7. ¥ 
“What,” whats Liberty Mutual, 
“does an accident look like—be- 
fore it happens?” 
Like a blonde, lots of times. 


7 = = 


“It baffles us to find words,” ad- 
mits M-G-M’s copy writer in dis- 
cussing “Undercurrent.” This is 
the first time a movie publicity 
man has been at a loss for words 
since Warner Bros. discovered 
sound. 

7 ¥ 


It certainly pays to advertise. 
After dwelling in obscurity for} 
many years, Daily Racing Form | 
puts on an advertising campaign | 
and then gets a write-up in the | 


Saturday Evening Post. | 
vv¥seeeg’ | 

“Wise shoppers everywhere Stop, | 
Look, Buy,” according to the ad- 
vertising copy, and you can’t blame 
the brothers Cowles for uttering a 


hearty amen. 
+ 


The inner circle of coffee lovers 
who enjoy Yuban includes Vicki 
Baum, GF assures us. Then why 
don’t they get a testimonial from 
the Grand Hotel? 


_ - | | 


Chrysler marine engines are ad-| 
vertised with a dashing illustra-| 
tion of a speed boat in action, and 


Hill Lifted ‘Lucky’ Sales 
to 85 Billion Units Yearly 


‘Shocked’ Government 
and Competitors— 


But Won Women 


By LAWRENCE M. HUGHES 


New YorK—“It’s toasted. 
Reach for a Lucky instead of a 
sweet. Avoid that future 
shadow. . . Nature in the raw is 
seldom mild... LS/MFT.”... 

The man who thrust’ such 
slogans down the throats of the 


RIGGIO NEW PRESIDENT 

Vincent Riggio, vice-president 
in charge of sales, was unani- 
mously elected president of Amer- 
ican Tobacco Company by its 
board of directors Sept. 17. Mr. 
Riggio started in the tobacco bus- 


|iness with Butler & Butler in 1905. 


This firm was bought by American 
in 1907. He became general sales 
manager in 1922 and vice-presi- 
dent in 1929. 


American people died of a heart 
attack at his summer camp near 
Matapedia, Quebec, on Friday, 
Sept. 13, at the age of 61. 

George Washington Hill was 
with American Tobacco Company 
for 42 years and its president for 
the last 21. Although never the 
controlling owner, he fought the 
federal government, stockholders, 
competitors and distributors, and 
browbeat employes, to rule it ab- 
solutely. In the last 14 years his 
annual salary-bonus income 
ranged from $400,000 to consid- 
erably more than $1,000,000. 


Profitable Efforts 


Mr. Hill kept his job because his 
efforts were profitable also to the 
thousands of owners of American 


| 


BAE Survey Unit 
fo Lose Chief, 


‘Most of Staff 


Lickert, Assistants 
Shift to Michigan 
for New Studies 


WASHINGTON—The government's 
highly respected organization for 
testing public attitude will all but 
fold up Oct. 1, when Dr. Rensis 
Lickert and most of the staff of 
the division of program surveys 
will leave the Bureau of Agricul- 
tural Economics for the cloisters of 
the University of Michigan. 

There, unhampered by the cult 
of “King Cotton’? which dominates 
the Agriculture Department, and 
the Congressional committee that 
sustains it, the social scientists 
expect to continue and expand the 
interviewing techniques which 
produced at minimum costs such 
things as the recent three-part 
Savings, earnings and _ spending 
studies, released by the Federal 
Reserve Board. 

While officially they are leaving 
because university sponsorship 
will enable them to broaden the 
scope of their work, they say they 
are disgusted with efforts of Agri- 
culture Secretary Clinton Ander- 
son to confine them to studies 
which will impress the farm bloc 
members of the House of Repre- 
sentatives. 


Staff Cut Drastically 


TOO TRUE—This gag shot is being 
used by the L. A. Chamber of Com- 
merce to emphasize that visitors who 
come without advance housing commit- 
ments are very foolish, indeed. 


WAA Outlines New 
National, Regional 
Advertising Setup 


WASHINGTON—Regional advertis- 
ing executives of the War Assets 
Administration were told at a 
meeting here last weekend details 
of a new decentralization plan 
which will provide on-the-spot 
agency assistance at all the prin- 
cipal points where surplus prop- 
erty sales are handled. 

Under the plan outlined by 
Northrup Clarey, WAA_ deputy 
administrator for public informa- 
tion and advertising, the advertis- 
ing job is split into two distinct 
phases, regional and national. 

Fuller & Smith & Ross, which 
has handled WAA advertising for 
more than two years, is to retain 
all national programs, real prop- 
erty, aircraft, consumer and cap- 
ital goods, and policy and institu- 
tional. 

On the recommendation of 
Fuller & Smith & Ross, additional 


unlike the picture which appeared| Tobacco, to its 10,000 employes, 
in a similar ad not long ago, there) and more than 1,000,000 dealers. 
are people in the boat. | The advertising themes—many of 
|which he himself created and all 
| of which he prosecuted vigorously 
Gladys the beautiful receptionist |—lifted Lucky Strike from a poor 
says that when she read that Giant | third among the Big Three cigaret 
Green Peas ad about “the fleeting|>rands to a definite first, with a 
moment of perfect flavor” and — annual basis of 85 billion 
“their dewy-fresh, sweet young | UMS. 
sake,” she felt as if yshe'd The company’s net sales in 1945 


7 ww F 


i were $557,557,505 and its net 
Poe Sn S TOS REERS. | profits—reduced by price ceilings 
vvey | —$19,697,066. 


= | Only once did his magic pro- 
Crane, Kohler and American-'| ay . ; 
Standard are no doubt penning pil- | motional touch misfire seriously. 
. |His attempt to make Cremo the 
lets doux to Armco and Arvin, t elling S-cent cigar, with the 
who boosted bath tubs in facing | (OP § 8 . 


‘ theme, “Spit is a horrid word... 
OF eae ae Se es 'but it’s worse on the end of your 
7" + 


(Continued on Page 78) 


Does the Elephant 


have spots? Yes — and 


The Jeep station wagon, Willys- 
Overland assures you, will be de- 
livered with four tires. 

That’s nothing short of maudlin! 


generosity. 
vvy | changes them, too. Page 
“You're right in liking meat,”| 16, Other features: 
says the Institute, which goes on) 
to make out quite a case. _Ad-libbing 12 
With that point settled, what do Chain Store Sales 64 
d t? | Editorials . . 
a Feature Page . 6l 
iad | Getting Personal . 16 
If the St. Louis Cards finally Information for Advertisers 12 
win the National League gonfalon|!» Washington ....... . 63 
from the embattled Bums, how| Magazine Ag s 
much of the world’s series loot will | Photographic Review + 
they send the Cubs? rivate ee” @4.0-0% . . é 
ES o.ssn <3 eee. faa ee 
Copy CuB. | Voice of the Advertiser aly sea 


agencies are to be appointed to 

provide on-the-spot service for 
each of the 33 regional offices. 

The plan outlined by Mr. Clarey 
(Continued on Page 83) 


Their staff cut from 75 to 20, 
their contacts with other govern- 
ment agencies shut off, all but one 

(Continued on Page 82) 


Last Minute News Flashes 
Gibson Greeting Cards Start Biggest Drive 


CINCINNATI—Gibson Art Company, old established greeting card 
manufacturer, this week launched the largest promotional campaign 
in its history, using weekly 170-line insertions in 60 newspapers to 
push the use of greeting cards and to emphasize Gibson as the quality 
name in the field. Christiansen Advertising Agency, Chicago, is in 
charge. 


Opens Test Campaign for Vaseline Shampoo 

NEw York —Chesebrough Mfg. Company, New York, is starting a 
test campaign for Vaseline soapless shampoo in newspapers and spot 
radio in Harrisburg, Pa., plus cut-ins there on the Wednesday night 
Dr. Christian show (CBS). The shampoo has been sold in England 
and South Africa, but is new to this country. McCann-Erickson is the 
agency. 


Plan Three-way Promotion for Crosby Show 
NEw YorK—Philco Corporation, Paramount Pictures and the Ameri- 
can Broadcasting Company are planning a three-way promotional 


splash in connection with the opening of Bing Crosby’s transcribed air | 


show for Philco on ABC and other stations Oct. 16. Details, however, 
are not set. Hutchins Advertising is agency for the show. Philco’s 
Burl Ives program, also transcribed, is expected to be aired by Mutual 
in addition to individual stations. 


Emerson Radio Opens Biqgest Campaign 
New YorK—Emerson Radio & Phonograph Corporation, through 
Grady & Wagner, has started its heaviest campaign in newspapers 
from coast to coast, in a drive which will use 5,000 insertions, totaling 
3 million lines, in 500 newspapers by the end of October. 
(Additional News Flashes on Page 83) 


‘Screening’ Group 
Appointed by NPA 
for New Services 


New YorKk—National Publishers 
Association has named a “screen- 
ing committee” headed by Wal- 
ter D. Fuller, Curtis Publishing 
Company, its newly-elected presi- 
dent (AA, Sept. 16), to weigh a 
dozen additions to its services 
suggested by an organization com- 
|mittee headed by Howard Ehr- 
lich, McGraw-Hill. 

An executive vice-president of 
NPA in direct charge of the asso- 
ciation’s expansion program prob- 
ably will be named in a few days 
to succeed Donald G. Shook, re- 
signed. Mr. Fuller also is head 
of the selection committee. 

Screening committee members 
are Mr. Ehrlich, Albert E. Winger, 
Crowell-Collier; Arthur S. Moore, 
Hearst; F. L. Wurzburg, Conde 
Nast; Marvin Pierce, McCall; Roy 
| Larsen, Time, Inc.; Roger Fawcett, 
Fawcett Publications, and Carroll 
Larrabee, Printer’s Ink. 


Seek 500 Members 


Recommendations include ex- 
pansion of membership from the 
present 133 to “a minimum of 
500”; ‘annual conventions much 
more in keeping with the size and 
importance of the industry”; pos- 
sible cooperation with the Adver- 
tising Research Foundation in a 
continuing study of magazine 
reading; possible acquisition of 
the research-promotion functions 
of the Magazine Advertising Bu- 
reau, and “recognition” of agen- 
cies. 

“Many advertising agencies,” the 
organization committee’s report 
said, “think of NPA as... con- 
cerned almost entirely with postal 
matters and they turn to Period- 
ical Publishers Association, an or- 
ganization composed of four com- 
pany members (Crowell-Collier, 
Curtis, Hearst and McCall) when 
problems arise.” 

The NPA would assume the 
work of the copy advisory com- 
mittee, a group of about 20 pub- 
lishers, also “under the auspices 
of PPA.” 

The MAB, supervised by PPA, 
is supported by 17 members. 


Promote ‘Unique Advantages’ 

The report cited “the huge ad- 
vertising, or promotional, appro- 
priations that are being made by 
the Bureau of Advertising of the 
ANPA, the outdoor advertising 
group, and the National Associa- 


Colgate Starts 
Tests on Cleaner 


(Picture on Page 83) 
NEw YorK—Colgate-Palmolive- 
|Peet Company has launched a 
|four-city advertising and sampling 
test for a new product, Ajax 
cleanser, 

Newspaper insertions of 800 
lines and radio spots are being 
scheduled in Harrisburg, Peoria, 
South Bend and Utica. Straight 
sampling is being conducted in 
Harrisburg and Peoria, and resi- 
|dents of the other two cities are 
being offered coupons for samples. 

Sherman & Marquette, New 
| York, is the agency. 
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tion of Broadcasters.” The NPA 
would discover and promote “the 
unique advantages of magazines 
over local newspapers and the 
ephemeral radio.”’ It should help 
them meet the competition of the 
25-cent pocket book industry, 
which now runs into approxi- 
mately 65 million volumes a year. 

“If more education means more 
readers, should the NPA throw 
its weight behind the United 
States Commissioner of Education 
in his campaign to get larger fed- 
eral subsidies for state school sys- 


tems? Should the NPA advocate 
longer periods of compulsory 
schooling?” 


“A revitalized NPA” also would 
determine the sales potentials of 
American magazines in foreign 


Plan Special Programs 
for CBC Celebration 


Special programs will be pre- 
sented to Canadian listeners over 
| the CBC Trans-Canada, Dominion 
|and French networks to mark the 
corporation’s 10th anniversary 
which falls on Nov. 2. One series 
of half-hour feature broadcasts, 
|starting Oct. 4, will present the 
|story of 10 years’ progress in na- 


|tional radio. Special musical pro- | 


| grams, talks, dramas and exchange 
programs from the BBC and 
American networks will round out 
the celebration. 

CBC will also issue a free il- 
lustrated booklet to listeners, out- 
lining its background, functions 
and operations. 


Barton, Sullivan, 
White to Federal 


New YorkK—Frank C. Barton, | 
‘formerly manager of Benton &| 
Bowles’ radio department; Gilman 
Sullivan, formerly an account ex- 
ecutive at McCann-Erickson, and 
Ken White, also at McCann-Erick- 
son, have all joined Federal Ad- | 
vertising Agency, New York. 
Mr. Barton will head Federal’s 
radio department, succeeding John | 
S. Davidson, who will devote all 
|his time to client service. Before 
joining B&B he was business man- 
j}ager of Biow Company’s radio | 
/department, a radio executive at 
N. W. Ayer & Son, and director 
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| Erickson he handled the Holland- 
/American account. 


Celanese May Sponsor 


Daytime Serial 

Celanese Corporation of Amer- 
ica, New York, which dropped its 
well-known “Great Moments in 
Music” program on CBS in the 
rash of radio cancelations last 


ispring (AA, May 20), probably 


will resume radio advertising this 
fall but with a daytime dramatic 
rather than nighttime musical 
show. 

Young & Rubicam, New York 
agency on the account, hopes to 
interest Celanese in a Monday- 
through-Friday “strip” as replace- 
ment for the 30-minute “Great 
Moments” show, which was aired 
Wednesday nights. 


To Hold Ad Workshop 


: Public relations staffs of several 

Also suggested was a Council! national organizations in the field 
of publishing and printing trade! of racial and religious relations 
associations, with a paid Staff. will hold a three-day workshop 
Heads of NPA and the Printing) at the Willkie Memorial building, 
Industry of America have just|/20 W. 40th St., New York, Sept. 
conferred on their mutual prob- | 27-29, to explore new techniques, 
lems in connection with imminent | research aids and increased use of 
strikes in several cities.  savueiiaias, 


countries. 


of CBS’s program service. 

Mr. Sullivan will be assistant 
to Don Parsons, Federal vice- 
president in charge of plans. At 
McCann-Erickson he had been an | 
executive on the Curtiss - Wright 


and Newsweek accounts. Mr ‘| from running for more than two 
White will be account executive minutes. The ruling does not limit 
on the Rockwood & Co. chocolate the length of previews of coming 
,and cocoa account. At McCann-| shows. 


Law Limits Screen Ads 


The city council of Mason City, 
Ia., has adopted an ordinance, ef- 
fective last week, which prevents 
advertising on theater screens 


fw 
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... he has a little bit of God in him... 


This man and his machine—and other men 
and their machines— are creating the industrial 
wonders of our time. 


From the metals of the earth and sea they 
are creating our railroads, our airplanes, motor 
vehicles, agricultural machinery, our great in- 
dustries and our great cities. These men must 
truly have a little bit of God’s Power in them. 


In Latin America there are a lot of these men 
and they need many more of the machines we’re 
talking about... 


And when they know how to select and apply 
these machines better, they will be able to 
manufacture more of the things that make their 
lives better than the lives their ancestors had. 
And they are striving to achieve just that. 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


NEW YORK 


SAN FRANCISCO * LOS ANGELES © ATLANTA * WASHINGTON © BUENOS AIRES 


To help them, the editors of INGENIERIA 
INTERNACIONAL INDUSTRIA are present- 


ing an informative series of articles on—“Better 
Tools for Better Work.” 


These articles tell just what U.S. made ma- 
chine tools and production equipment will do 
. .. how to select and apply them. 


The series has just started . . . one or more 
articles will appear monthly for a year and 
a half. 


When you tell your export sales story to the 
readers of INGENIERIA INTERNACIONAL 
INDUSTRIA you tell it to people who want 
to do a better job with your machinery ... They 
are the people who actually buy industrial 
equipment and influence the purchases made 
by others. 


* PHILADELPHIA * BOSTON © CLEVELAND © CHICAGO © DETROIT 


MEXICO CITY « RIO DE JANEIRO 


ANA Will Reveal 
Scope of Its Work 
at Atlantic City 


NEw YorK—The full seope of 
the work of the Association of 
National Advertisers will be 
shown, probably for the first time, 
at its 37th annual meeting at 
Hotel Traymore, Atlantic City, 
Sept. 30-Oct. 2, on the theme, “A 
New Day Dawns for Distribution.” 
W. B. Potter, Eastman Kodak 
Company, is program chairman. 

Paul S. Ellison, Sylvania Elec- 
tric Products, chairman of the as- 
sociation, will discuss ‘““ANA’s Ex- 
|/panding Program” in the keynote 
‘address, Monday morning, Sept. 
30. Two rival soap company ex- 
‘ecutives, William G. Warner, 
'Procter & Gamble, and Robert F. 
|Elder, Lever Bros., and Caspar 
Ooms, Patent Commissioner, and ‘ 
Lowell B. Mason, Federal Trade 
Commissioner, also will talk at 
this -session. 

Research studies on media, in- 
cluding films and “advertiser 
needs,” and election of officers 
will occupy Monday afternoon. 

Royal Little, president of Tex- 
tron, Inc., and Louis Ruthenburg, 
president, Servel, Inc., will speak 
Tuesday morning, on advertising’s 
relation to profits and sales tech- 
niques, and Howard Chase of Gen- 
eral Foods on “A Public Relations 
Director’s View” of advertising. 

Research, copy, personnel and 
“understanding” of advertising by 
business will be the subjects, Tues- 
day afternoon, of several agency 
executives—James H. S. Ellis, 
Kudner Agency; H. H. Kynett, 
Aitken-Kynett Company; Allen L. 
Billingsley, Fuller & Smith & Ross; 
Fairfax M. Cone, Foote, Cone & 
Belding, and John C. Cornelius, 
BBDO. 

Representatives of newspapers, 
radio, outdoor and car cards will 
‘report Wednesday morning, and 
| Lyndon O. Brown, Stewart, Brown 
| Associates, will discuss “A Pro- 
jected Program of Magazine Re- 
search.” 

Paul Hoffman and Theodore O. 
Yntema of the Committee for Eco- 
nomic Development and Alfred 
Schindler, Under Secretary of 
Commerce, will talk, Wednesday 
afternoon, on the future of cap- 


‘italism and of business. Mr. Hoff- th 

'man will also report on the work ‘ 

‘of the Advertising Council. P 
ns ae on 

Keystone Adds 10 

‘ ed 

| Keystone Broadcasting System 

‘has increased its number of af- M. 

filiates to 226 with the recent ad- 

dition of 10 outlets: WKUL, Cull- 

man, Ala.; WNOC, Norwich, Conn.; 

WCJU, Columbia, Miss.; KCHS, ac 

Hot Springs, N. M.; WCKB, Dunn, 

N. C.; WHKP, Hendersonville, or 

N. C.; WDSG, Dyersburg, Tenn.; } 

KEBE, Jacksonville, Tex.; KCMC, nil 


|/Texarkana, Tex., and WWNR, 


Beckley, W. Va. 


Paper is scarce and valuable 
... avoid hoarding and waste. 
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THE MARTIN CANTINE COMPANY 
SAUGERTIES, N.Y. 
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| ending July St, 1945 
in the sivth annual ¢ ; 


: 
” 
Conducted by —< "4 
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AGAIN... A DOMESTIC ENGINEERING PUBLICATION 
RECEIVES AWARD FOR EDITORIAL EXCELLENCE 


“For the best series of articles published during 
the twelve months ending July 31, 1946” . . . the 
publishers of DOMESTIC ENGINEERING have 
once again received high honors in the annual 
editorial competition conducted by Industrial 
Marketing. 

Recognition for another of its many outstanding 
accomplishments has thus come once more to an 
organization which has been consistent in the win- 


ning of these awards. 1939, 1942, 1943, 1944, 1945 


S| Onptitutions 
“ MA G A z a £ 


$8: BILLIONS FOR SAFETY 


eiates Fog Method [yiindu Stowper | manslecirers o ‘Bill of Particulansene 
Fives is| Hardly Sleeps | “Normaley by te, 
Of Fighting Fires ts) Pi HARDLY) in Furnishing Field 


Fast and Efficient —— 


LAST CALL 

it's Now or Never | 
For You to Qualidy 
For National Award 


eotine— Aaya * 


times 
a winner | 


1945 


a Cchitorial Achiecement NX 


| 1995 . 
Award of Merit to 


[| Somes Caginsring 


For we bees Series of articles, or editor; u 
| aang during the twelve Sita: ; 
— July 31, 1945 in the 

ighth annual competition 


A. . 


FUR EDITORIAL ACHIEVEMENT 
1946 
AWARD UF MERIT TO 


Domestic Engineering 


For the best series of articles 
published during the twelve months 
ending July 31, 1916 in the 


ninth anaual competition 


V4 


Londucted by 


INDUSTRIAL MARKETING 


and now 1946! Six times these highly coveted 
honors have been accorded DOMESTIC ENGI- 
NEERING PUBLICATIONS in acknowledgment 
of the continuing excellence of their editorial 
achievements. Five of these awards have been re- 
ceived consecutively over the past five years, each 
in keen competition with hundreds of the nation’s 
leading business papers. 

During its fifty-seven years of continuous pub- 


lishing experience the DOMESTIC ENGINEER- 


— 1946 


ING organization has similarly demonstrated to 
the industries it serves, as well as to the nation as 
a whole, the high standard of its editorial accom- 
plishments. The accumulated high honors symbol- 
ized in the long series of awards pictured above 
not only offer further evidence of the superiority 
of its past services, but represent a goal toward 
which the collective efforts of this organization 


will continue to strive in the future. 


nginecung 


DOMESTIC_ENGINEERING PUBLICATIONS 2ws.cco% timo 
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Stationers Back 
‘Letters Week’ 


NEw YorkK—Next month brings 


a series of events which offers) 


manufacturers and retailers of 
paper and allied correspondence 
items wide opportunity for in- 
creased promotion and sales. The 
ninth annual National Letter Writ- 
ing Week is scheduled for Oct. 13- 
19; National Air Mail Week will 
be observed Oct. 27-Nov. 2; the 


| domestic air mail rate drops from 
| eight to five cents Oct. 1, and the 
U. S. Rural Free Delivery service 
will be celebrating its 50th birth- 
day. 


Sponsored by Manufacturers 


Sponsored by 30 stationery man- 
ufacturers, the Paper Stationery 
and Tablet Manufacturers As- 
sociation, New York, will make 
four mats available to approxi- 
mately 900 large department stores 
throughout the country, and $660 


in prizes will be offered for the 
best window displays in four re- 
tail outlet groups. This year’s 
letter week theme is “Keep 
Friends Near with Letters,” to- 
gether with the slogan, “Someone 
Feels Better When You Write a 
Letter.” 

The Air Transport Association, 
with its membership of principal 
domestic airlines, and major rail- 
roads will cooperate in promoting 
Letter Writing Week with indi- 
vidual campaigns. 
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Buy Wood Flong 


A group headed by Lunsford P. 
Yandel], onetime vice-president 
and treasurer of the Blue Network 
(now American Broadcasting 
Company), has acquired assets of 
the Wood Flong Corporation, 
Hoosick Falls, N. Y., pioneer pro- 
ducer of dry mats for newspaper 
printing, which has become a 
corporation bearing the same 
name as the predecessor company. 
The new owners named Mr. Yan- 
dell president and Nelson Maynard 
chairman of the board. 


If your product produces profitable Results for the Railroads... 


Yerea the (ave 


EFFICIENCY = ECONOMY = PROFITS 


... to the men who: Formulate Railway Policies © Assume 
Responsibility for Efficient and Safe Railway Operation ® 
Initiate Buying Programs ®© Authorize Appropriations ® 


SE railway executives, financial, operating, traffic, 


and purchasing officers are 


the men whose main in- 


terests are centered on passenger comfort, shipper satis- 
faction, time and labor saving systems, economy of 
operation, and high standards of performance all along 
the line—as such factors influence the quarterly bal- 


ance sheet! 


The difference between their interests in products 
bought by the railroad industry and the interests of the 


The editors talk methods—you 


A manufacturer’s message concerned 


men further down the organization chart is sharply de- 
fined by the editorial character of Railway Age. 


All four Simmons-Boardman publications (illustrated 
below) talk of new developments, new systems, and new 
methods. But Railway Age veers away from the details 
of plans and installations — concentrates on the end- 
results; the efficiencies; the economies; the revenue 


producing possibilities. 


shade more efficiency out of another 


can talk YOUR SPECIFIC 
PRODUCT 


For example, a recent issue of Railway 
Age gave its executive readers the fol- 
lowing product information: 


An editor, writing about “Factors Af- 
fecting Economics of Welding,” said, 
“Design is important in new welded 
railroad structures . . . the welded de- 
sign with the least weld metal is the 
best.” 


And an advertiser wrote specifically 
about “better, faster, more economical 
methods of performing maintenance-of- 
way operations with the oxyacetylene 
flame and are welding.” 


Another editorial article told about 
“railways using more fire-retardant 
treatment for all lumber and _ timber, 
providing insurance against a fire crip- 
pling terminal facilities.” 
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pressure-treated wood, with information 
about “low first cost and minimum 
maintenance; ease and speed of erec- 
tion; resistance to corrosion from fumes 
and dampness; and all-around durabil- 
ity.” 


If your product adds to their 
overall efficiency, they want to 
know about it. 


The readers of Railway Age are less in- 
terested in complete stories about a 
product’s components and how it is 
made than they are in how to save dol- 
lars on one operation . . . how to get a 


operation (even at higher initial cost). 
It’s their job to add up a lot of little 
savings and improvements to a net re- 
sult of increased profits for the road. 


So, if you have a product with real solid 
end-result benefits for the railroad in- 
dustry, advertising in Railway Age is the 
place to talk about its efficiencies, econo- 
mies, revenue producing possibilities. 


That kind of helpful advertising in Rail- 
way Age will influence the men who 
formulate railway policies, assume re- 
sponsibility for efficient and safe railway 
operation, initiate buying programs and 
authorize appropriations and purchases. 


Simmons-Boardman Publishing Corporation 
30 Church Street, New York 7, N. Y. 


105 W. Adams St., Chicago 3, Ill. 
530 W. 6th St., Los Angeles 14, Calif. 


National Press Bldg., Washington 4, D. C. 
300 Montgomery St., San Francisco 4, Calif. 


2909 Maple Ave., Dallas 4, Texas 


sway Sapaies  RalleMing 
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Terminal Tower, Cleveland 13, Ohio 
1038 Henry Bldg., Seattle 1, Wash. 
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Foundation Cites 
4] Western Brands 


San FRANcisco — Brands which 
started in business when the West 
was still wild and woolly. were 
honored at a testimonial dinner 
given here last week by the Brand 
Names Foundation and the Ad- 
vertising Association of the West. 

The toastmaster for the dinner 
was Vernon R. Churchill, pub- 
lisher of the Oregon Journal, Port- 
land. Lou E. Townsend, vice- 
president of the Bank of America 


Advertising Club, presided. Henry 
E. Abt, managing director of the 
foundation, read the citations and 
A. O. Buckingham, vice-president 
of Cluett, Peabody & Co. and 
foundation chairman, made the 
| awards. 


‘Auto Art Exhibit 
‘Planned for January 


| The first National Exhibition of 
,Automobile Art will be held Jan. 
|3-31 at the Detroit Institute of 
Arts and will 
| be sponsored by 
| the Art Direc- 
|tors Club of 
| Detroit. For the 
first time, ac- 
| cording to Hal- 
sey Davidson, 
Campbell- 
Ewald Com- 
pany, president 
/of the Art Di- 
|;rectors Club, 
advertising ar- 
tists will be 
given the opportunity of sending 
in their best automobile illustra- 
tions, which will be selected for 
display in the museum. Entries 
must reach the Detroit Institute 
of Arts not later than Dec. 1. 

The exhibition will consist of 
paintings and drawings in all 
media and photographs in black 
and white and color, of subjects 
designed for use in automobile ad- 
vertising or presentation. This will 
include original sketches for space 
ads, posters, booklets and other 
printed material. The exhibits 
may actually have been used, or 
they may be samples. There is 
no limit to the amount of material 
entered by any exhibitor. 


BMB ‘Clinics’ Extended 

Broadcast Measurement Bureau’s 
Wednesday afternoon “clinics” ex- 
plaining uses of its forthcoming 
station and network audience re- 
ports (AA, Sept. 2) have again 
been extended, this time for an 
additional three weeks reaching 
through Oct. 2. The meetings are 
held at 2:30 p.m. in BMB’s offices 
at 270 Park Ave., New York. A 
similar series in Chicago at WGN’s 
Studio 1 has been’ extended 
through Sept. 23. 


H. Davidson 


Robertson Promoted 


F. M. Robertson, Chicago di- 
vision manager of Tanglefoot 
Company, Grand Rapids, Mich., 
has been appointed sales manager 
of the Difuso-Difusolier (insecti- 
cide) division, 


NO TYPE 


USED IN THIS AD 


Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 
types to select from, each 
packed in a compact, refill- 
able leatherette case. 


New 24-Page Type 
Catalog FREE! 


fear mem |) 


1415 ROSCOE ST., CHICAGO 13, ILLINOIS 


and president of the San Francisco © 
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F lf youhavent - 
: received your 
copy ol... 


THE INDIANAPOLIS STAR'S 1946 


ba ...... write for it now. It's not a rare first edition yet, but demands for this authoritative 


‘an | consumer breakdown of the postwar Indianapolis market are far heavier than anticipated. 


N's This Milwaukee Journal style survey has sections on foods, soaps, toiletries and cos- 


metics, alcoholic and soft drinks, tobaccos, electric appliances and automobiles . . . 


foot all showing the way to better sales in a major mid-West market. 


Available to executives of manufacturers, distributors and agencies without charge. 


Write to 
THE INDIANAPOLIS STAR 


DAILY AND SUNDAY 


Affiliated With Radio Station WIRE Basic NBC @ 5,000 WATTS 


6 
Since 1936 The Star has been first in Indiana in Total Advertising Linage 
KELLY-SMITH COMPANY, National Representatives 
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Chet Bowles Loses 


|\shared the 
| votes cast. 


remainder of 1,246 


Gubernatorial Bid pentin Bowles in New. York 


in Connecticut 


HartTrorp—Lt. Gov. Wilbert 
Snow of Middletown won out over 
former Economic Stabilizer and 
OPA Administrator Chester 
Bowles here Tuesday in bidding 
for the Democratic nomination for 
governor of Connecticut (AA, 
Sept. 16). 

Lt. Gov. Snow, 62-year-old for- 
mer English professor, won on the 
second ballot at the state Demo- 
cratic convention, after Mr. Bowles 
moved for unanimous nomination 
for his opponent. On the first bal- 
lot, Bowles received 455 votes and 
Snow 525. Three other candidates 


| three years ago to head the OPA, 


was making his first bid for an 
elective position. He will support 
Snow’s candidacy against Dr. 
James L. McConaughy, Republican 
nominee for governor. 


15 Buy ABC Co-ops 
American Broadcasting System 
has signed 15 additional sponsors 
for eight cooperative programs 
heard over 13 stations. Harry Wis- 
mer added five sponsors, bringing 
his total to 48; “Powers Charm 
School of the Air,” “Headline Edi- 
tion” and “Ethel & Albert” added 
two each; and John B. Kennedy, 
“Baukhage Talking,” Walter Kier- 


‘nan and “Swing-Davis” one each. 


Century to Sackheim 


Century Precision Works, New 
York manufacturer of Glide-O- 
Matic electric irons and other 
electrical household appliances, 
has appointed Ben Sackheim, Inc., 
New York. 


KTUL to Start FM 


Pending delivery of a 50,000- 
watt FM transmitter late in 1947, 
Station KTUL, Tulsa CBS affiliate, 
will this year install a 1,000-watt 
FM transmitter for interim opera- 
tion to begin by January, 1947. 


Fawcett Appoints 


Fawcett Publications, New York, 
has apointed Wilson, Haight & 
Welch, New York, to handle ad- 
vertising and promotion on Me- 
chaniz Illustrated and the National 
Crafts and Science Show. 


mete tees > : aay 
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Portland Adwomen Elect 


Nancy G. Katzki, Oregon State 
Board of Health, has been elected 
president of the Women’s Adver- 
tising Club of Portland. Other of- 
ficers elected are Grace Phipps, 
Super-Cold Corporation, first vice- 
president; Dr. Irene Lucas, second 
vice-president; Kathleen Skinner, 
Portland Gas & Co., secretary, 
and Edna Bloch, Adolph L. Bloch 
Advertising Agency, treasurer. 


Opens PR Office 


George F. Meredith has opened 
a public relations office at 601 
Columbian building, Washington. 


Oregon Adclub Moves 


The Oregon Advertising Club 
has moved to new headquarters 
in the Fifth and Main building, 
|516 S. W. Main St., Portland. 


Tag me 


I’ve wanted stainless steel pots and 
pans ever so long and | had a certain 
feeling they’d be advertised in my 
evening newspaper and my goodness 


there they were. 


her's label this as a reasonable buy- 
‘ing desire of today and then let’s 
project it against a total population 
of 3,844,960, or, more specifically, 


for a sho 


phound 


what she wanted in her newspaper. 


the Philadelphia area, the third 
largest market in the United States. 


Let’s consider if there is special 
significance in this housewife seeing 


Plainly there is, because in Philadel- 
phia, key to this market, more than 
four out of five families daily read 
one newspaper. They have used it as 
a shopping guide for years. 


ing plans. 


That newspaper is The Evening 
Bulletin. It’s Number 1 in this 
market, with the largest evening 
circulation in America. It goes 
home where it regularly exerts an 
important influence in family buy- 


In Philadelphia—nearly everybody reads 


The Bulletin 


Bureau Appoints 
Grinham Retail 
Committee Head 


New YorK — George Grinham, 
local advertising manager of the 
St. Louis Globe-Democrat, has 
been appointed vice-chairman of 
the retail committee of the Bureau 
of Advertising, American News- 
paper Publishers Association. 

Mr. Grinham, who has been a 
member of the committee’s sub- 
committee on finance, fills the 
vacancy left when Don Bernard 
of the Washington Post resigned 
one chairmanship and George 
Steele of the Philadelphia Bul- 
letin, then vice-chairman, was 
named chairman. 

Ray Barford, chairman of the 
Bureau of Advertising of the Ca- 
nadian Daily Newspapers Associa- 
tion, has been named Canadian 
representative on the committee, 
succeeding Harold L. Garner, gen- 
eral manager of the Examiner, 
Peterborough, Ont., resigned. 

Other new committee members 
appointed for three-year terms to 
fill vacancies created by resigna- 
tions include Louis E. Heindel, 
Madison Newspapers, and Earl 
Gaines, Pittsburgh Press. Harold 
Manzer, Worcester Telegram - Ga- 
zette, as second vice-president of 
the Newspaper Advertising Ex- 
ecutives Association, is the. ex- 
officio member of the committee 
for one year. 


P&G Buys 23rd 
Network Show 


NEw York—Procter & Gamble 
Company, No. 1 U. S. radio ad- 
vertiser last year, will increase 
its string of sponsored network 
programs to 23 next month with 
the debut of a new Hedda Hopper 
show on CBS. 

The Hollywood gossip columnist 
was signed by P&G through Ped- 
lar & Ryan to star in a “This Is 
Hollywood” dramatic program 
guest-starring film celebrities in 
adaptations of movie hits. The 
show will be heard for Camay 
soap on Saturdays, 10:15-10:45 
p.m., EST, starting Oct. 5. It 
will be P&G’s 1lth program on 
CBS. 

Last season Miss Hopper was 
sponsored by Armour & Co., Chi- 
cago, through Foote, Cone & Bel- 
ding, on the ABC network. 

P&G has nine programs on NBC, 
two on ABC and one on Mutual. 


Modern Living to JWT 


Modern Living, Inc., Cincinnati, 
new company headed by James 
D. Woolf, formerly executive vice- 
president of J. Walter Thompson 
Company in Chicago, has ap- 
pointed JWT to handle advertising 
of the Perfect Host combination 
tray-table. 


Promotes New Razor 


American Safety Razor Com- 
pany, Brooklyn, through F. H. 
Hayhurst Company, Toronto, has 
launched a campaign in Canadian 
daily newspapers to introduce its 
Star double edge blades to Can- 
ada. 
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Straight to the heart of developments at the history-making Chicago event goes Footwear News, the indus- 


try's only daily newspaper . . . and gives retailers across the country the eagerly awaited facts. 


Two issues carry National Shoe Fair news and ideas — including the fashions, the materials, the innovations, 
the ideas that will make this event the most important in footwear history and influence spring shoe buying 


and selling. 


ADVANCE ISSUE OCT. 19 — Setting the stage for the National Shoe Fair, this issue reaches re- 


tailers before they leave for Chicago — an ideal time for manufacturers to welcome Footwear News readers 


to their showrooms. 


NATIONAL SHOE FAIR ISSUE OCT. 26 — Distributed daily throughout the event . . . all 


over Chicago and across the nation . . . this issue gets the full focus of attention from everyone who wants 


the flavor of this vital event. Advertising in this issue will feature new lines, new ideas, new policies, etc. 


Use both issues to do a thorough job at a red-letter time. Complete details are yours for the asking. 


FOOTWEAR NEWS’ e- A FAIRCHILD PUBLICATION ee 8 EAST 13th ST., NEW YORK 3, N. Y. 
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Trim Federal 
Spending, CED 
Researchers Urge 


NEw YorK—Seven “essential 
elements” in a nationwide drive 
against inflation were listed this 
week by the research and policy 
committee of the Committee for 
Economic Development in its latest 
statement of national policy. The 
series of policy statements is in- 
tended to help the U. S. reach and 
maintain high levels of produc- 
tive employment, and improve the 


standard of living. 

The CED committee laid partic- 
‘ular stress on its contention that 
further drastic cuts or postpone- 
ments are necessary in federal ex- 
| penditures, although it added that 
‘the federal fiscal policy alone can- 
not be effective in fighting infla- 
tion. Cooperation of business, la- 
bor, agriculture, consumers, and 
state and local governments will 
be required, the committee said, 
to step up production and reduce 
spending. 

Essential parts of a successful 
drive, said the CED group, include: 

“1. Efforts of management, la- 


GIBBONS KNO 


ADVERTISING 


TORONTO MONTREAL, WINNIPEG, 


bor and government to increase 
productivity. 

“2. Restraint by individuals, act- 
ing singly or collectively, in rais- 
ing prices, wages and salaries in 
recognition of the common inter- 
est in avoiding a wage-cost-price 
spiral. 

“3. Restraint by individuals and 
businesses in making deferrable 
expenditures at the present time. 

“4. Restraint by state and local 
governments in making expendi- 
tures not urgently needed now. 

“5. A monetary policy to help 
prevent further expanson of ex- 
pendable funds in the hands of 
the public. 


J.J. GIBBONS 


200 BAY STREET. - TORONTO 


“6. A vigorous campaign on the 
part of the Treasury to sell, and 
keep sold, Series E and F bonds of 
small denominations. 


WS CANADA 
LTD. 


MERCHANDISING 


REGINA, CALGARY, EDMONTON VANCOUVER 


“7. A vigorous policy to reduce 


Advertising Age, September 23, 1946 


federal expenditures and maintain 
sufficient revenues to yield a large 
excess of receipts over expendi- 
tures in the fiscal year ending 
June 30, 1947.” 


Joins Science Research 


* David R. Martin, formerly ac- 
count executive and press rela- 
tions manager of William B. Rem- 
ington, Springfield, Mass., has been 
appointed editor of the book de- 
partment of Science Research As- 
sociates, Chicago. 


Industrial Admen to Meet 


Vergil Reed, associate director 
of research of J. Walter Thomp- 
son Company, New York, will 
speak on “Basic Trends in Adver- 
tising’” at the Oct. 22 meeting of 
the Central New York Industrial 
Advertisers, to be held at the 
Sheraton Hotel in Rochester, N. Y. 


Reraricine 


business paper for home furnishings advertising 


TWICE WEEKLY 
Monday and Thursday 
NEWS and ADS on 

1. Furniture and Bedding 
2. Curtains and Draperies 


3. Decorative Accessories 


4. Floor Coverings 


5. China and Glassware 
6. Lamps and Lighting 


7. Housewares 


BECAUSE no other business paper reaches so 
many home furnishings retailers. Current circula- 
tion is over 23,000—and over 10,000 of that in 


furniture, home furnishings and department stores. 


BECAUSE no other business paper is as eagerly 
read for the news that guides the home furnish- 
ings retailer’s daily decisions. It’s the only home 
furnishings NEWSpaper and the only source for 


fast complete home furnishings news. 


1078 ADVERTISERS Now Use Space REGULARLY IN 
Retaruinc. Almost half of them use NO OTHER 


8. Major Appliances 


9. Radio and Television 


business paper to reach home furnishings retailers. 


home furnishings 


| 


home furnishings 
business paper 


FAIRCHILD BLDG., 8 E. 13th St... New York 3 


ONE OF THE FAIRCHILD FAMILY of publications that includes 
Women’s Wear Daily, Daily News Record, Men’s Wear, Footwear 


News, Fairchild International and Fairchild Blue Book Directories. 


CIO-PAC to Bare 
Radio Election 
Spot Plans Today 


New YorkK—The CIO Political 
Action Committee will announce 
today its plans for an electioneer- 
ing radio campaign in paid spots, 
through its chairman, Jack Kroll. 
Preliminary PAC plans were first 
reported in AA, June 24. 

PAC has produced a series of 
spot announcements for its mem- 
ber groups and is urging them to 
place the spots on local stations. 
The announcements are all “open- 


end” transcriptions allowing time 
for the local group which pays 
for the spots to insert its own 
identification and a plug for the 
local candidate. 

These election spots are in ad- 
dition to a series of public serv- 
ice spots produced by PAC and 
distributed several weeks ago. The 
public service spots have been 
urged on local stations in free 
time, since they mention no can- 
didate or political issues but 
merely promote registration and 
give time, place and date of local 
registration requirements. 

In addition to the spots to be 
announced today, PAC’s public re- 
lations director, Alan Reitman, 
has announced to his membership 
that the national office will try 
to prepare spots for local candi- 
dates on request from its member 
groups. 


Ford to Sponsor 
Chicago Telecasts 


Detroit—The Ford Motor Com- 
pany, already on the line as spon- 
sor of three sports telecasting 
series for the fall and winter 
(AA, Sept. 16), added a fourth 
last week by signing to sponsor 
video pickups of seven Northwest- 
ern University home football 
games over WBKB, the Balaban & 
Katz station in Chicago. 

The first telecast of this series, 
arranged through J. Walter 
Thompson Company, will cover 
the Northwestern-Iowa State 
game Sept. 28. Joe Wilson will 
announce the telecasts. 

Ford also will sponsor WCBW 
(CBS, New York) telecasts of Co- 
lumbia University home games 
and Madison Square Garden’s 
sports events (except Mike Jacobs’ 
boxing matches) and WABD (Du- 
Mont, New York) telecasts of New 
York Yankees’ pro grid games. 


Paraffine Boosts Grieg 


W. R. Grieg, manager of the 
Los Angeles district of Paraffine 
Companies, has been promoted to 
western regional manager of the 
floor covering division, with head- 
quarters at the company’s home 
office in San Francisco. 


Ellis Appoints Gillis 

James W. Gillis Jr., formerly 
with Transtudio Corporation, Buf- 
| falo, has been appointed account 
executive of Ellis Advertising 
Company, Buffalo. 


Winner of the 
ANVIL OF PUBLIC 
OPINION TROPHY 


IN ITS 
FIELD Public Relations Program 
A a of American Magazines * 
Delivering awarded by 
the largest 
Net Paid ABC 


Circulation of 
any Financial 
Weekly 


Send for the folder: 
FIMANCIAL WORLD ..S¢rd for she folder 
86 Trinity Place,N.Y.6 Public Relations” 
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Holiday brings you NEW YORK 


as New Yorkers don’t know it 


Where can you order a mammoth mutton chop, Bom- 
bay Duck, or the “creamiest cheesecake this side of 
Milwaukee”? How did Coney Island get its name? 
Where will you find a restored monastery . . . or Fritzi 
Scheff, Ann Pennington, and Joe Howard? 

Louis Untermeyer, top-notch writer and Manhattan 
celebrity, tells you in the October issue of Holiday—in 
a detailed 7-day tour of the town’s charming, unknown 
corners. Here is a new Holiday feature—a 17-page 


portfolio of pictures and articles on New York City 


INDEPENDENCE SQUARE, 


that will have the sophisticated scratching their heads. 

The theatre is covered, too... 

Why are Broadway producers begging their “angels” 
not to back their shows too heavily, when theatregoers 
are clamoring for tickets at the highest prices ever? 
Why couldn’t “Abie’s Irish Rose” last two weeks in 
Times Square today? Robert Sylvester, drama critic for 
New York’s biggest newspaper, writes a knowing, 
behind-the-painted-scenes story that you'll be quoting 


to your friends! 


Holida 


A CURTIS PUBLICATION 


PHILADELPHIA 5, 


PA, 
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Appoints Anderson 


Ebbe C. Anderson has been ap- 
pointed advertising and research 
manager of P. & F. Corbin, New 
Britain, Conn., succeeding Frank 
A. Eustace. 


Waco to Wilson, Haight 


Waco Products Company, Hart- 
ford, maker of household electrical 
appliances, has appointed Wilson, 
Haight & Welch, Inc., as adver- 
tising counsel. 


RAYBECKER COURSE IN 


SALES 
PROMOTION 


for newcomers in advertising or 
sales promotion work who wish to 
advance themselves in their jobs. 
A 16-Study Correspondence Course with 
30 ‘practical case’’ assignments covering 
all phases of sales promotion. Same 
course as now offered by several schools 


and colleges. Tell something of yourself 
when you write. 


RAYBECKER COURSE 


P. O. Box 1612 Cincinnati 1, O. 


Charges Against 
Hardware Group 
Dropped by FIC 


WASHINGTON—FTC’s conspiracy 
case against the National Whole- 
sale Hardware Association, Phila- 
delphia, folded after a 3-2 major- 
ity found “no substantial evi- 
dence” that the association, its 
officers, or members had acted to- 
gether to stop manufacturers from 
selling to certain non-member 


In this latest of a lengthening 
string of recent actions in which 
the commission has refuted its 
own attorneys, Commissioners 
Ferguson, Ayres and Mason noted 
approvingly that the association’s 
counsel had specifically advised 
members that they must decide 
for themselves whether to deal 
with manufacturers who sell to 


5 


firms. = 


“objectionable” competitors. 

Back on Sept. 18, 1941, the com- 
mission charged that three Pacific 
Coast non-member firms, and the 
Ace Hardware Company, Chicago, 
had been “seriously affected” as 
a result of protests and objections 
which members of the association 
poured onto the manufacturers 
who were supplying them. 


No Pressure Shown 


Now the majority finds that 
there was “no _ substantial evi- 
dence” of pressure against the 
three West Coast firms. It agrees 
that there had been extensive ef- 
forts against Ace by three associa- 
tion members and a non-member, 


‘but fails to find “substantial evi- 


dence of any understanding or 
concert of action.” 

The drive against Ace stemmed 
from the fact that wholesalers 
considered it a “broker or a buy- 
ing agent,’ the majority explained. 
Its prices were materially lower’ 
than the usual hardware retailer’s 
because it had minimum sales and 
handling expense as a result of 


Away back in October, 1931, Canada’s largest 
soup makers, the CAMPBELL SOUP Company 
Ltd. began using monthly full-colour pages in 
the Star Weekly. Every month since then, sum- 
mer and winter, the Campbell Soup page has 
appeared in the Star Weekly. Then in May, 1945, 
as further evidence of their confidence in the Star 
Weekly, Campbell Soup DOUBLED their space, 
and are running two colour pages every month. 


More than 900,000 Canadian homes pay a 
dime every week in the year for the Star Weekly. 
In the urban market, where 77.5% of Canada’s 
retail business is transacted, 675,991 out of 


The STAR 


WEEKLY 


“EVERY MONTH FOR 15 YEARS” 
Gambhda, Soups record in the Star W eekly 


1,100,337 English speaking families buy, and 
buy from, the Star Weekly. 


Because the Star Weekly blankets this rich , 
buying audience, many other Star Weekly adver- : 
tisers have success stories to tell. The four 
largest food manufacturers in Canada increased 
their Star Weekly advertising by 279% in five 
years’ time. The Star Weekly has done, and is 
doing, a fine selling job for its advertisers, both 
large and small, from coast to coast. 


PUBLISHED AT 80 KING ST. WEST, TORONTO, CANADA 


U.S. Representatives: WARD-GRIFFITH CO. INC. « New York « Chicago 
Detroit « Boston « Atlanta « San Francisco « Salt Lake City 


00,000 


EVERY WEEK 


Advertising Age, September 23, 1946 
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AMA OFFICERS—Here are the officers who were elected at a recent meeting 
of the New England chapter of the American Marketing Association. Left to 
right, Wilfred E. Booth, Foxboro Co., board of directors; Margaret E. McQuade, 
Curtis Publishing Co., secretary; Freeman J. Young, advertising assistant, Lever 
Bros, Co., president; and William Applebaum, marketing executive of Economy 
Grocery Stores, vice-president. Not shown is George G. Phair, W. F. Schrafft & 


Sons Corp. 


, treasurer. 


exclusivity contracts with hard- 
ware and paint retailers, the com- 
missioners found. 

The record showed one instance 
in which National Wholesale 
Hardware Association became in- 
volved, the majority said. “In an 
attempt to mollify an aggrieved 
member, the secretary unsuccess- 
fully sought to persuade Dun & 
Bradstreet that its classification of 
Ace as a wholesaler was incor- 
rect,” they observed. 


Four Firms Threaten Action 


In 1938, when Ace expanded its 
activities into Wisconsin and Min- 
nesota, these NWHA members— 
Farwell, Ozum, Krik & Co., St. 
Paul; Marshall- Wells Company, 
Duluth, and Kelley-How-Thomson 
Company, Duluth, and one non- 
member, Janney - Semple - Hill & 
Co., Minneapolis, threatened to 
stop dealing with manufacturers 
who continued to sell to Ace, the 
majority agreed. 

.“There can be little doubt that 
through conversations with sales 
representatives of manufacturers, 
each of these four wholesalers 
knew that the others were also 
protesting to manufacturers about 
sales to Ace,” the three conceded. 

“However, with the exception 
of one instance where testimony 
of a manufacturer’s representative 
indicated some degree of coopera- 
tion between a buyer for Janney- 
Semple-Hill & Co., and a buyer 
for Kelley - How - Thomson Com- 
pany, there is no substantial direct 
evidence of any understanding or 
concert of action among these re- 
spondents and no evidence that the 


association or any of its members 
not directly affected by the ac- 
tivities of Ace protested to manu- 
facturers.” 

Without arguing further, Com- 
missioners Davis and Freer stated 
that on the same facts they felt a 
cease and desist order should have 
been issued against the association 
and the four firms that had ap- 
plied pressure against Ace. 


Homefurnishings Market 
Set for Jan. 6-18 


The International Homefurnish- 
ings Market will be held Jan. 6-18 
in the Merchandise Mart, Chicago. 
Since the government has moved 
its offices from the 11th floor, 
many new companies have now 
been able to move to the Mart. 
The housewares and appliances 
will now occupy both the 11th and 
14th floors. 

The newcomers include: Alumi- 
num Specialty Company; Leipsig 
& Lippe; Decorative Cabinet Cor- 
poration; General Electric Com- 
pany (air-conditioning, gas heater 
and oil burner divisions); Stain- 
less Ware Company of America; 
Quaker Industries; Buckeye 
Aluminum Company; Englishtown 
Cutlery; Village Blacksmith Folks, 
and Everedy Company. 


Forms Programs, Inc. 


J. Howard Lumpkin, director of 
radio at the University of Texas 
since 1939, has organized his own 
radio production company, Pro- 
grams, Inc., with headquarters in 
Austin, Tex. In addition to radio 
programs, the new company will 
arrange floor shows, festival fea- 
tures and special event spectacles. 
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HIT THIS 


The United States News is designed, 
written and printed for the important 
policy-fforming group in the concen- 
trated Bull’s-Eye market, such men as— 


‘« , . . Find the U. S. News 
instructive, helpful to my 
thinking and currently 
abreast of events with in- 
teresting comments.'' 


E. T. Murphy, 
Vice President 
CARRIER CORPORATION 


ZN VIg yaTWWS 


ONLY 10500 PLANTS 
furn out products valued at 
$1000.000 OR MORE.EACH 


( Census of Manufacturers 1939 ) 


BULL’S-EYE 


Concentrate a fixed percentage of your advertising dollar in 


The United States News 


the only magazine offering the advertiser this effective combination: 


Read at home; 


Read largely by Management Executives in the bull’s-eye 
market; 


Read with greatest intensity ; 


Devoted to one subject, the news of national affairs, which 
is the news— 


of trends that affect business, 
of taxes that determine who can keep what, 
of whether prices will be higher or lower, 


whether profits will be larger or smaller. 


S{NVId Tivws AU3y 


MARKET HARD 


(250,000 GUARANTEE) 


The Direct Route to 
those who O.K. both 
corporate and family purchases 


* 


Daniel W. Ashley 
Vice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y. 


DIRECT ROUTE TO THE INDUSTRIAL BULL’S-EYE MARKET 
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THE NATIONAL NEWSPAPER 
Trade Mark ‘Registered 

Issued every Monday by Advertising Publications Inc., 100 E. Ohio St., Chicago, 11 
(Del. 1337), 330 W. 42nd St., New York, 18 (Br. 9-6431), National Press Bidg., Washing- 
ton 4, D. C. (Re. 7659). European Headquarters, 2 Gt. Bushy Drive, London N. 20 
(Hillside 1137). G. D. CRAIN, JR., president and publisher. S. R. BERNSTEIN; C. B. 
GROOMES, O. L. BRUNS, J. H. REARDON, vice-presidents. B. G. REHM, treasurer. 

Member Audit Bureau of Circulations, Associated Business Papers, 

National Publishers Association, Advertising Federation of America. 
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What Are They Buying? 


The figures on department store 
sales throughout the country 
which ADVERTISING AGE is now pre- 
senting weekly make mighty in- 
teresting reading. They show re- 
tail sales at levels which are un- 
believable, ranging all the way up 
to 100 per cent above last year’s 
tremendous peak. No matter what 
may happen during the remaining 
months of this year, it is already 
apparent that 1946 will set retail 
sales records in most lines that will 
dwarf any previous year in his- 
tory. 

In trade circles there is talk of 
more selective buying, of customer 
resistance to substitute and shoddy 
merchandise. But the figures—and 
a 15-minute tour of the nearest 
department store—will prove that 
thus far such trade talk is princi- 
pally anticipatory. As of this mo- 
ment, there is little evidence that 
the public has ceased to buy any- 
thing it can lay its hands on. _ 

A considerable portion of the in- 
crease in retail sales is of course 
due to increased price levels, but 
by no means all of it. With the 
exception of those consumer goods 
fields which are still suffering 
badly from inability to produce 
merchandise — notably consumer 
durable goods—unit volume is far 
beyond anything heretofore 
achieved. 

To a greater extent than ever 
before, retail volume seems due to 


the free spending of millions who 
heretofore have been minimal buy- 
ers, able to purchase only the bare 
necessities of life, and then only 
in strictly limited quantities. The 
sales records which retail stores 
are chalking up now are not com- 
ing from the stores’ “best custom- 
ers,” but from the uncounted mil- 
lions who have never been part 
of the carriage trade but whose 
multiple purchases now have 
turned America into a merchant’s 
paradise. 

The “underpriviledged t hird,” 
and any number of additional peo- 
ple, are now developing shopping 
habits and buying tastes which can 
have the most profound influences 
on the course of American mer- 
chandising and marketing. Not 
only have they been buying items 
over a wider range and in price 
brackets to which they have hith- 
erto been unaccustomed, but they 
have rubbed shoulders, casually, 
with the best elements of retail 
merchandising. 

With this exposure to a class of 
merchandise and a type of store to 
which they have been unaccus- 
tomed, only a catastrophe seems 
likely to drive the great masses 
back to purchases based solely on 
price. They are going to demand 
not only better merchandise, but 
more pleasant and convenient 
methods and places in which to 
buy it. 


A Local Situation? 


All indications at present point 
to a work stoppage in commercial 
printing plants in Chicago early in 
October. The long drawn out ne- 
gotiations between Typographical 
Union No. 16 and the Franklin As- 
sociation, representing most Chi- 
cago commercial printing plants, 
indicate little progress being made 
toward settlement of the issues 
now in dispute. 

Thus, for the second time in a 
year, Chicago becomes the locale 
of a typographic struggle which 
might prove even more bitter and 
relentless than last October’s three- 
week strike. However, publishers 
and printers outside the Chicago 
area who may be congratulating 
themselves on their good fortune 
in being remote from the active 
conflict had better take another 
look at the situation. 

Not only will whatever action 
is taken in Chicago have a direct 
effect upon hundreds of business 
papers, scores of national maga- 
zines which are printed in that 


city, and innumerable catalogs, di- 
rect mail and promotional pieces 
turned out there, but the indirect 
results of the Chicago situation will 
be reflected in working conditions 
and advertising and publishing 
costs throughout the nation. 

Far-fetched as it may seem, it 
is not too much to say that the set- 
tlement or lack of settlement of 
the Chicago dispute, and the terms 
of that settlement, may have a pro- 
found effect upon the whole course 
of publishing and advertising 
throughout the country. Almost 
nothing is entirely a “local situa- 
tion” any more, and just as the 
truckers’ strike in New York has 
affected advertisers and agencies 
throughout the country who have 
been unable to utilize the advertis- 
ing columns of the New York 
newspapers, so will a work stop- 
page or an inequitable settlement 
of the Chicago printing dispute 
have its repercussions on every 
segment of the printing, publishing 
and advertising businesses. 


Ethically Speaking 

Righteous wrath normally be- 
longs in the editorial columns next 
to this. However, we are cur- 
rently annoyed, irritated, cha- 
grined and plain damn sore about 
an ad which ran in the Chicago 
Sun last week. It purported to be 
written by a copy chief, and was 
addressed to any advertiser spend- 
ing more than $25,000 a year. 

According to him, “the most 
spectacular successes usually oc- 
cur when the copy chief of the ad- 
vertising agency makes the ac- 
count ‘his baby’... when he lands 
a worthwhile account by himself 
another advertising success has 
been launched because that ac- 
count gets the breaks!” (italics 
his.) 

Further on, he says he hasn’t 
been able to add an account him- 
self recently, because new ones 
have come into the shop, but now 
“I’m going to get another account, 
and I’ll see to it that it will get 
the breaks!” (Italics still his.) 

“Were your account to become 
my account ... your advertising 
would be more profitable 
would have the benefit of all I’ve 
learned thru the spending of mil- 
lions of dollars, . . Your letter will 
be held confidential. .. Our agency 
head and clients know about this 
advertisement . for obvious 
competitive reasons I use a box 
number.” 

It is possible that this is merely 
a sly method of drumming up new 
business. In that case, the prom- 
ise of personal attention is worth- 
less, since the new account must 
take its place along with the others 
which have previously sustained 
the agency, and will receive its 
share of the copy chief’s attention. 

On the other hand, it might 
be true, completely factual. In 
which case, we can imagine with 
what delight clients of the agency 
must regard a copy chief who has 
personal accounts which “get the 
breaks.” As for the agency head 
who knows his copy chief’s ap- 
proach, it is difficult to imagine 
by what logic he permits the man 
who is supposed to supervise all 
creative activity on all accounts 
to pick out one, or to solicit an- 
other, on the promise that it will 
receive specific and special atten- 
tion from him, that it will get the 
breaks. 

Ethics in advertising are some- 
times more conspicuous by their 
absence. Yet there are many 


agencies which the Ad-Libber can 
think of rapidly which would no 
more permit this type of intra- 
agency thinking (let alone adver- 
tise it) to permeate their shops, 
than they would offer various ac- 
counts varying commissions as an 
inducement to place their business. 


Oh, Much Smarter 

We are indebted to Edward L. 
Bernays, one of the elder states- 
men in the public relations busi- 
ness, for his views on the Ameri- 
can public’s intelligence. In ad- 
vertising and broadcasting circles 
one sometimes glimpses an image 
of the public which would be 
shamed by a good, sharp idiot. 
The Gray Flannel Boys seem to 
envisage a stumbling giant, mute, 
numb, ineffective, to whom one 
can communicate effectively by a 
reiterative commercial in much the 
same fashion as a woodpecker 
pours out its soul to the heart of 
the tree into which it bores. 

Said Mr. Bernays, speaking to 
the Fifty Club of Philly: “Our 


_|thought leaders are crawling at 


the feet of the public instead of 
talking to them man to man... 
any taxi driver usually has a lot 
more good sense than what he is 
fed over the radio and movies.” 
The fact that the school-age of the 
American public is six years is no 
criterion, Mr. Bernays thinks, and 
cites John Hersey’s “Hiroshima,” 
“Henry V,”’ and Walter Lipp- 
mann’s continued readership as 
evidence that good, thought-pro- 
voking material has popular ap- 
peal, 

It is good to hear someone of 
Mr. Bernays’ status speaking 
plainly about one of our most 
common misconceptions, and it 
might help us to remember that 
people do not necessarily like 
something because nothing better 
is available. 


Who Flies Today? 

The Detroit Free Press in July 
interviewed 500 persons flying out 
of Detroit, and got a pretty fair 
cross-section of what the air 
traveling public looks like. Some 
26% were on their first trip, 76% 
were in the 20-49 age bracket, 
67% named speed as their reason 
for their first airplane flight, 45% 
said they would pay extra fare for 
de luxe service, and 94.6% were 
willing to take their children on 
airlines. 


The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 


business letterhead. Address Ap- © 


VERTISING AGE, 
Chicago 11, Il. 


100 E. Ohio St., 


No. 2653. True Story Readers. 

This brochure, issued by Mac- 
fadden Publications, is based on 
a recent survey of True Story 
reader families and gives a picture 
of the scope of the magazine’s 
wage earner market. True Story 
families are mostly wage-earner 
families, it is pointed out, and the 
figures in the book show size of 
families, occupations of family 
heads, education and many other 
details. 


No. 2649. 
Map. 
The News-Sentinel, Fort Wayne, 
Ind., has issued this map, one side 
of which is printed in color, with 
a color key indicating monthly 
rentals in residential areas. The 
reverse side provides a map of the 
city’s retail trading area, with a 
table showing mileage between 
Fort Wayne and other cities and 
towns designated, and a county 
table of retail sales by classifica- 
tion. 


No. 2674. Hospital Laundry Sur- 
vey. 

Hospital Management has issued 
this report of a survey of laun- 
dry methods and procedures, sug- 
gesting the vast size of the hos- 
pital market for laundry equip- 
ment and supplies. Of ques- 
tionnaires sent to 1,002 hospitals, 
419 replies were received from 
nearly 42% of the superintendents 
addressed, 320 of whom reported 
that their hospitals operate power 
laundries. 


No. 2655. Who Advertises What? 
The Iron Age Data Folder. 
Why the Iron Age. 

The Iron Age, Chilton publica- 
tion, has issued these new folders, 
the first of which contains a page- 
by-page analysis of its advertising 
during 1945. The second provides 
a wealth of information about the 
metal-working industry and how 
The Iron Age covers it, and the 
third contains a study of the pub- 
lication’s readership. 


No. 2686. Collier’s Qualitative 
Survey. 

The composition and character- 
istics of its urban reader-families 
are the subjects of this nation- 
wide survey published in two 
parts by Collier’s, developed in 
cooperation with Psychological Re- 
search Corporation, which made 
the survey. The researchers de- 
veloped and used the block 
sampling method, in which the 
number of families to be inter- 
viewed in each income group was 
determined by making maps of 
each city block, showing the aver- 
age rent paid by tenants in each 
block in the 125 representative 
cities included in the survey. The 
second of the two booklets shows 
the number of Collier’s readers 
using specific brand products, in- 
cluding automobiles, electric ap- 
pliances, etc. 


Fort Wayne Market 


No. 2650. Decalcomania Sign Ad- 
visor. 

The Meyercord Company has is- 
sued this brochure, which, with 
full-color reproductions, illustrates 
the many and various kinds of 
Meyercord decals and shows how 
they can be put to work on deal- 
ers’ windows, show cases, count- 
ers, etc. 
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what 
makes 


a magazine 
a 
Magazine? 


is it national circulation ? 


With more than a million circulation, The New York Times Magazine is read in every state 

of the forty-eight . . . that’s national circulation. But, the readership of The Times Magazine is concentrated 

in America’s biggest buying area—the heavily populated Eastern states, where many magazine circulations run thin, 
where selling power is needed most. For balanced coverage, The New York Times Magazine 


should be high on almost every magazine advertising list. 


The New York Times Magazine 


A magazcic amsng Mage zene) 
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Media Cost Claims 
Leave Buyers Cold, 
Barber Insists 


Facts on Specific 
Sales Problems Are 
Big Research Need 


New York—Media selling claims 
based on cost comparisons do not 
impress buyers in “the big 
leagues,” Walter Barber, president 
of the Media Men’s Association, 
told New York members of the 
American Association of News- 
paper Representatives, because 
“the experienced buyer would not 
accept the manner in which basic 
factors, such as ad readership and 
program ratings, are used; and 
even if the facts presented were 
acceptable, a buyer cannot apply 


IN-STORE FILMS 


FIRST 


To “Package” Film's Sight, 
Sound, Motion and Color As A 
New National Point-of-Sale 
Demonstration Medium 


ANNOUNCES 


Coverage of 5 Additional Pri- 
mary Markets : 


Philadelphia — San Francisco — 
Miami — Seattle — Oakland, 
California 


Full list of the ‘market magnet" stores 
delivering selective coverage of prime 
prospects in their trading areas: 


Brooklyn, Abraham & Straus 

Buffalo, J. N. Adam & Co. 

New York, Bloomingdale Bros. 
Seattle, The Bon Marche 

Miami, Burdine’s, Inc. 

Oakland, H. C. Capwell Co. 

Atlanta, Davison, Paxon Co. 
Minneapolis, L. S. Donaldson Co. 

San Francisco, The Emporium 

St. Louis, Famous-Barr Co. 

St. Paul, The Golden Rule 

Baltimore, Hochschild, Kohn & Co. 
Cleveland, Higbee Company 

Kansas City, The Jones Store Co. 
Boston, Jordan Marsh Co. 

Pittsburgh, Kaufmann Dept. Stores, Inc. 
Louisville, Kaufman-Straus Co. 
Toledo, Lasalle & Koch Co. 
Birmingham, Loveman, Joseph & Loeb 
Memphis, B. Lowenstein & Bros., Inc. 
New Orleans, Maison Blanche Co., Ltd. 
Los Angeles, The May Co. 

Akron, M. O'Neil Co. 

Cincinnati, The John Shillito Co. 

Fort Wayne, Wolf & Dessauer 
Philadelphia, Gimbel Brothers 
Portland, Meier & Frank Co. 

(Other stores will be announced shortly ) 


In-Store Films is the first selling medium to 
“publish” at the point-of-sale — at the time 
and place of buying decision — right on 
the selling floors via continuous console- 
type automatic projectors. It crystallizes the 
effect of all your other advertising, helps 
retail salespeople close sales. 


In-Store will start with a ‘‘Homemaker’'s 
Edition" featuring home furnishings, major 
and small appliances and housewares. 


Space Units are %, 1, 2 and 3 minutes; 
total program, 10 minutes. 


A product well demonstrated is half sold. 
An action-color message on film is long 
remembered. The keenly competitive period 
ahead demands both demonstration and 
remembrance for your product! Alert man- 
ufacturers are reserving space and sched- 
uling product film production now for re- 
lease early in. 1947. For full details contact 


| 


general conclusions to 
problems.” 

Taking a bit of the sting out by 
saying “the flaws to which I refer 
were just as apparent in similar 
presentations by radio and maga- 
zines,’ Mr. Barber, media direc- 
tor of Compton Advertising, went 
on to say that “the device of pro- 
jecting costs against a few high- 
rated newspaper ads is not the 
solution. 


Need Factual Data 


“The media man is bent on 
learning, through research, the 
answers to what-and-how people 
read and listen—but until this re- 
search crystallizes, it is more im- 
portant that you concentrate on 
providing much-needed factual 
data and let the agencies devise 


specific 


their own arithmetical formulas 
for cost comparisons.” 

He urged that newspapers cap- 
italize on the dramatic selling 
points. ‘Your competitors use 
drama for their selling (you know, 
little things like having lunch 
with Lana Turner)—but you can 
make good use of a similar tech- 
nique,” he said. 

Newspapers, he said, can drama- 
tize the number of people who 
read newspapers; the selling job 
newspapers do for department 
stores, classified advertisers, real 
estate operators, etc.; the advan- 
tages of newspaper coverage of 
dense population areas, and the 
flexibility of newspaper coverage. 

“In the broad sense,” he pointed 
out, “your competitors are limited 
to national copy—creating con- 
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sumer wants. But newspapers 
carry selling a step further—in 
the final analysis, clinching the 
sale.” 

He urged the development of 
color and uniformity of presenta- 
tion.of color in newspapers. “If 
an account executive wants to 
promote a newspaper color cam- 
paign to a national advertiser, he 
has to apologize for all the papers 
and places where color is not 
available. Account executives 
don’t like to apologize for a bas- 
tard media arrangement.” 

In the field of research, Mr. 
Barber urged, in addition to the 
Advertising Research Foundation 
studies, more monthly grocery in- 
ventories and consumer buying 
habit studies. But the greatest 
need of space buyers, he said, is 


more research in “families 
reached” and authentic figures on 
duplication between papers. 

“These welcome research pro- 
jects,” he concluded, ‘have sharp- 
ened the tools of buying, and the 
art of media selling must- be alt- 
ered to keep pace.” 


Joins Ivan Hill 


Harold V. Hopkins Jr., formerly 
assistant promotion manager of 
the Chicago Sun, has joined Ivan 
Hill, Inc., Chicago, as account ex- 
ecutive, 


Rockwood Boosts Steiner 


Franz L. Steiner, assistant ad- 
vertising manager of Rockwood 
Sprinkler Company, Worcester, 
Mass., has been promoted to ad- 
vertising manager. 


Iron Age Point of Distinction .. 


“The Leading Industrial Publication 
in the Largest Single Industrial Field’’ 


In a normal year the metalworking industry accounts for 
42% of all industrial payrolls; 38% of the value of all 
products; 39% of all industrial expenditures for new 
operating equipment; and 28% of all industrial expendi- 
tures for plant construction. It is the largest single indus- 
trial field in American business—a great market for 
products and services of all types. The Iron Age reaches 
the key-men in every segment of the industry. Ask any 
of our representatives for the complete Iron Age story. 
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Rose-Derry Starts 
‘Halve Your Age’ 
Mattress Series 


NEwToNn, Mass.—‘“She’s 40 yet 
looks 19” is typical of headlines 
being used by Rose-Derry Com- 
pany here, to promote Rose-Derry 
Posturized mattresses, emphasiz- 
ing that “a mere mattress can 
make the difference.” 

The campaign, through Al Paul 
Lefton Company, Philadelphia, 
will run until Dec. 31 in 35 news- 
papers of New England and cen- 
tral New York state. 

One ad in the series shows a 
soldier who is alert and erect now, 
but asks what he will be at 50. 
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ies Allis-Chalmers Names 3 

s on James R. Reed, with Allis-Chal- 
mers Mfg. Company, Milwaukee, 

pro- in a statistical capacity since 1941, 

arp- has been appointed manager of 

| the the commercial research depart- 

alt- ment. Jerome F. Fitzsimmons has 
been named supervisor in charge 
of research and Anson J. Bennett 
Jr. has been named supervisor in 
charge of sales analysis. 

erly 

r of Names Ledbetter 

Ivan William E. Ledbetter, formerly 

ex- with Branham Company, pub- 
lishers’ representative, has been 
appointed advertising manager of 

er Finance, Chicago. 

ad- ° 

vood Elects Pasotti 

ster, @ Luis C. Pasotti has been elected 

ad- president of the Atlantic Photo 
Engraving Company, New York. 


Another compares two business 


men, both 40, but one stronger 
than the other because “firm level 
support helps right posture.” 


Calgon Shifts Hatch 


Dr. George B. Hatch, who has 
specialized on detergents and 
Threshold Treatment for the past 
10 years on the research staff of 
Calgon, Inc., Pittsburgh, has been 
assigned to research on Banox, the 
company’s new product for pro- 
—" treatment of metal sur- 
aces. 


Appoints Gillies 


_ Jeannette Wallace Gillies has 
joined the staff of Gaines Dog Re- 
search Center, New York, as as- 
sistant to the executive secretary 
and as associate editor of “Gaines 
Dog Research Progress.” 


Plans Hat Campaign 
MacLachlan Hats, South Nor- 
walk, Conn., through Berming- 
ham, Castleman & Pierce, New 
York, will promote its men’s hats, 
ranging in price from $10 to $50, 
using newspapers in all cities 
where MacLachlan dealers have 
been established, The ads will 
feature a sterling silver miniature 
hat with bracelet ring attached, 
given free to those who wish to 
purchase gift certificates. 


Offers Commission 

Effective with the 1947-48 edi- 
tion, Chemical Engineering Cata- 
log, published by Reinhold Pub- 
lishing Corporation, New York, 
will pay a 15% commission to all 
recognized agencies who prepare 
and deliver catalog material to 
Reinhold offices prior to April 1, 
1947. 


C.E.D estimates 57.4% 
1939 for this fast-growing industry. 
How about your share? 


The IRON AGE can help you get an “IN” 


increase over 


Refrigeration and air conditioning are enter- 
ing a period of unparalleled expansion. Huge 
markets are opening. Important buying power 
is in motion. This fast growing industry is 
another large segment of the metalworking 
group that includes, in addition to the metal 
producers, the manufacturers of metal goods, 
machinery of all kinds, metal parts and assem- 
blies, not to mention the manufacturers of 
automobiles, aircraft, farm equipment, elec- 
tric appliances and a host of other products. 

Their key-men read The Iron Age every 
week to keep up-to-the-minute. From the 
shop foreman to the president, they follow the 


Cc. H. OBER 
H. E. LEONARD 
100 E. 42d Street 
New York 17 
Murray Hill 5-8600 


PEIRCE LEWIS 
7310 Woedward Ave, 
Detroit 2 
Trinity 1-3120 


FRED BANNISTER 


62 La Salle Road 
West Hartford 7 
Hartford 32-0486 


ROBERT F. BLAIR 


1016 Guardian Building 
Cleveland 14 
Main 0988 


100 East 42nd Street 


pages of The Iron Age for the latest news on 
legislation, developments, and trends in the 
metalworking field. This breadth of reader- 
ship and editorial content have made The 
Iron Age “‘metalworking headquarters’. And, 
today, advertisers who have a product or a 
service to sell the metalworking industry, as 
a whole or to any of its segments, can use its 
prestige and wide circulation to reach these 
key men who make the decisions on “what to 
buy and when’’. 

Advertise in The Iron Age to reach any or 
all segments of the metalworking industry — 
the nation’s largest single industrial field. 


REPRESENTATIVES 


B. L. HERMAN 
Chilton Building 
56th and Chestnut Sts, 
Philadelphia 39 
Sherwood 1424 


H. K. HOTTENSTEIN 
1134 Otis Building 
Chicago 3 
Franklin 0203 


JOHN M. HUGGETT 
814 Park Building 
Pittsburgh 22 
Atlantic 1832 


R. RAYMOND KAY 
2420 Cheremoya Ave, 
Los Angeles 28 
Granite 0741 


THE IRON AGE % 


METALWORKING HEADQUARTERS 
A Chilton & Publication 


New York 17, N. Y. 


Washington and Mt. 
Vernon... Think of one 
and the other comes 
to mind, and vice 
versa. Hempstead 
Town and the Nassau 
Daily Review-Star are 
like that. 


They go together ... 


And, like Washington, 
both have several 
firsts to their credit... 
Hempstead Town, first 
among New York 
State's High-Spot Cit- 
ies*; first in per capita 
income andretail 
sales among the 
state's major markets 
... the Nassau Daily 
Review-Star, a prime 
factor in the market's 
development during 
the past quarter cen- 
tury; first choice of 
Hempstead Towners 
for local news.** 


*Hempstead Town is far out in front 
among New York State’s High-Spot Cities, 
according to Sales Management . . . with 
an estimated 138.5°/, retail sales gain in 
August over August 1939, and a 22.3°/, 
lead over the national rate of gain for 
the period. Dollar volume, $25,000,000. 


**A B.C. Publishers’ statement 
March 31, 1946; 
THEY 60 


TOGETHER 


NASSAU DAILY 
REVIEW-STAR 


Published daily except Sunday, 5¢ a copy 
@ Hempstead Town, L. I., N. Y. @ Execu- 
tive Offices: Rockville Centre, N. Y. @ Na- 
tional Representatives: Lorenzen & Thomp- 
son, Inc. @ New York, Chicago, St. Louis, 
San Francisco, Los Angeles, Detroit, Cin- 
cinnati, Kansas City, Atlanta. 
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500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION 


KAUFMANN & FABRY CO. 


425 S$. WABASH AVENUE 
CHICAGO 


Punchlined Spots 
Adopted by GOP 
for Candidates 


FREDERICK, Mp.—Spot speeches, 
a campaign idea developed at Sta- 
tion WFMD, CBS affiliate here, 
have been adopted by the Repub- 
lican National Committee for all 
of the party’s congressional candi- 
dates this fall. 

Murray L. Goldsborough, WFMD 
salesman, and D. John Markey, 
Republican nominee for senator 
from Maryland, originated the 


flidea of using one-minute tran- 


scribed speeches to be broadcast 
several times daily, six days a 
week. 

Records of Mr. Markey’s curt 
“pep talks,’ each devoted to a 
single program plank or thought, 
and ending with a punch line, are 
now heard over WFMD and other 
Maryland stations. 

Edward T. Ingle, director of the 
radio division of the national GOP 
organization, has announced adop- 


tion of the spot plan for all the 
party’s candidates. Such announce- 
ments are already being used in 
many other states, he said. 


Promotes Roosevelt Book 


Duell, Sloan & Pierce, New York 
publisher, in the biggest cam- 
paign for one of its books, has ear- 
marked $20,000 for initial ads in 
magazines and newspapers in 10 
cities for Elliott Roosevelt’s “As 
He Saw It,” the “off the record” 
report on the late President’s atti- 
tudes toward Winston Churchill, 
Stalin and others. The initial 
printing of the $3 book is 100,000 
copies. 


Plans Sportswear Drive 


Associated Knitted Outerwear 
Mills, New York, through Wil- 
liaams & Saylor, New York, has 
planned a campaign for its men’s 
knitted sportswear items, using 
color ads in national magazines. 
Display cards, posters, newspaper 
mats and radio will also be used. 
The copy will stress the easy fit 
and authoritative styling of Akom 
sportswear. 


TO SELL IN CHICAGO USE 


' $5,000-$7,499 \ 


$3,000-$4,999 


These circles tell a sales story. They show how family incomes are distrib- 
uted among readers of the’CHICAGO DAILY NEWS. They reveal an amazingly 
rich market that advertisers can reach through a single newspaper—Chicago's 
HOME newspaper with selected mass circulation. 


* * * 


J 


The income figures appearing in the circles above were obtained by 
an independent survey conducted exclusively among readers of the Chi- 
cago Daily News. It was a valid cross-section, house-to-house sampling. 


The findings of this survey confirm and emphasize what advertisers 
have known for many years—namely, that the Daily News is a productive 
medium because the Daily News audience is a spending audience. It is an 


audience with an AMPLITUDE of desires. 


Ic is an audience with an 


AMPLITUDE of funds which enables these desires to be satisfied. 


No plan of selling in Chicago can expect MAXIMUM results without 
using the Daily News. Many an advertiser, through experience, has con- 
vinced himself of this truth! 


CHICAGO DAILY NEWS 


For 70 Years Chicago's HOME Newspaper 


JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


LOS ANGELES OFFICE: 606 South Hill Street 
NEW YORK OFFICE: 9 Rockefeller Ploza 


DETROIT OFFICE: 407 Free Press Biég. 
SAN FRANCISCO OFFICE: Hobart Building 
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Department heads of the Canadian subsidiaries of the Chicago 
Tribune commemorated the 65th birthday of Col. Robert R: Mc- 
Cormick with a pictorial map, which took. artist Frank Keating 
about a year to complete. The map has been hung in the colonel’s 
Astor St. home. . . Hubert Lando, pres. of International Advertis- 
ers (N. Y.), recently left on an extended trip to Europe and the 
Near East, where he’ll contact distributors, make market surveys, 
and study media... 

Young America is hitting the news in publishing and advertising. 
Spotlight is on Bruce, 21, and Berwyn, 23, the fresh-out-of-service 
sons of Bernarr Macfadden, who have taken jobs selling advertising 
space in dad’s new Detective magazine, to make its debut in Novem- 
ber. Before his Navy service, Bruce attended Yale; Berwyn went 
from Columbia into the Army... A BBDO copy-typist, Robin Stahl, 
21, just out of Syracuse U., made the feature page of the World- 
Telegram recently as a gal who found it easy to break into adver- 
tising. . . The same column, called ‘Career Girls,” mentioned 
Betty Bragdon, who has made 
good at 25 as associate editor of 
Bobbs-Merrill Publishing Com- 
pany... 

The slightly younger set made 
the news by proxy as notice 
came out of a new book: by 
Robert J. Misch, vice-president 
of Al Paul Lefton, New York 
agency, called “At Daddy’s Of- 
fice,” published Sept. 12 by Al- 
fred Knopf. Misch, also a food 
columnist for Go magazine, 
found inspiration for the book 
when his little daughter Mary, 
became thrilled by office para- 
phernalia on her first trip to his 
office. .. 

Benton & Bowles’ vice-presi- 
dent in charge of radio, Walter 
Craig, was married Friday, Sept: 


13, in New York, to Mrs. Mar- 
garet Guthrie Gray. The couple 
left on a wedding trip to Holly- 
wood. ..On the same day, 
Henry Bach, president of Henry 
Bach Associates, New York, flew 
to England and France for a 
month’s visit to launch a pre- 


SUBWAY BEAUTY—Mrs. Aline New- 
land, 22, receptionist at Benton & 
Bowles, New York agency, was chosen 
Miss Subways for August. Mrs. New- 
land says she loves animals, dancing, 
the theatre, and like all New Yorkers 
is currently looking for a three room 
apartment for herself and her ex-Coast 


‘ ; Guard, salesman husband. 
selling campaign for several 


American manufacturers... 

Meredith Publishing Co.’s western ad sales mgr., Joe Eves, who 
has judged some of America’s top cattle shows, was down in Guate- 
mala City recently judging the nat’l] livestock exposition at the 
invitation of Ernesto Alvarez, Minister of Agriculture... 

William F. McCarthy, assistant ad mgr. of Eagle Picher Co., 
Cincinnati, is teaching advertising at the U. of Cincinnati evening 
college. . . Kirk Torney, San Francisco sales mgr. for American 
Broadcasting, has been in the hospital for treatment of third degree 
burns he received when an oil can exploded in the course of a 
trash-burning chore... 

Florence Smith, ad manager of the Gossard Company, Chicago, 
has become the bride of H. Walter Mitchell, head of H. W. Mitchell, 
Inc., North Chicago. The couple will reside in Lake Forest, swanky 
suburb, but Mrs. Mitchell expects to continue her business career. . . 

Celebrating is the order of the day for Earl L. Hess, who has 
spent 38 years with Rogers Paint Products, Inc., Detroit, and is now 
starting his 26th year as v.p. and general manager... Paul Pinson, 
ex-Oklahoman who completed his first piece of advertising art 
just a decade ago, is holding a one-man show—oils and water colors 
—at the Little Gallery, Chicago... 

Ray V. Hamilton, Universal Broadcasting exec. v.p., presented 
a $100 bond to Mildred Jennings of Ryder & Ingram, Oakland 
agency, as top prize winner in the contest to name the three-hour 
afternoon disc show on KSFO, San Francisco. They’re calling it 
“Platters ’n’ Chatter” now. .. Harry M. Davidow, v.p. and general 
merchandise mgr. of the Hecht Company, Washington, and his 
bride, the former Pebble Melton, are honeymooning in Mexico fol- 
lowing their marriage in New York City. . . 

Wilt Gunzendorfer, station mgr. of KROW, Oakland-San Fran- 
cisco, is conducting a course in “Radio Advertising and Selling” 
for the University of California extension school. .. Edward L. 
Steadman, art director with the Chicago office of Foote, Cone & 
Belding, recently received the Bronze Star medal, awarded for his 
service with the Military Intelligence Service in the European 
theater. .. 

The Lever Bros. head, Charles Luckman, made his radio debut 
Sept. 16 between acts of the CBS “Lux Radio Theater.” He ac- 
cepted an award being made to the company employes by the Nat’! 
Safety Council for lower accident rates than those of any other 
comparable group during 1945. . . 

Art Hall, veteran Milwaukee Journal adman, is more convinced 
than ever of the pulling power of ads. On a recent vacation trip 
through Missouri he lost a kit which included his glasses, fountain 
pen, etc. An ad in the Hannibal Courier-Post brought it back 
within 24 hours. After returning to Milwaukee, Mrs. Hall lost her 
wristwatch. A Milwaukee Journal ad brought that back, too, the 
next day... 

S. DeWitt Clough, chairman of the board, Abbott Laboratories, 
has been elected a director of Gillette Safety Razor Co... Frank E. 
Ellis, with the ad dept. of the Standard-Examiner, Ogden, Utah, 
has been named bishop of the 22nd Latter-Day Saint (Mormon) 
ward, Ogden. . . Frederick P. Bassett Jr., dir. of public relations 
for Evans Associates, Chicago, and Delores Peterson will soon be- 
come Mr. and Mrs... Theodore R. Sills, head of the Chicago public 
relations firm, flew a plane to the recent national air races in 
Cleveland, but merely as a spectator. . . 
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No. | of a series, 
designed to help oil 
men get more from 
their valuable read- 
ing time . . . and 
advertisers a greater 
return from their in- 
vestment. 

This series appears 
every two weeks in 
the advertising press, 
and in The Oil and 
Gas Journal. 
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The highest PAID circulation in The Journal's history 


. .. and way out ahead of any other oil paper. 


But there's a Reason! 


More oil men CONCENTRATE their reading in The Journal, 
because they have found it to be more profitable than spread- 


the fact that last year The Journal carried almost twice as 
many pages of advertising than any other oil paper). 


EXPERIENCE PROVES ... IT PAYS TO CONCENTRATE. 
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among the “other 26 oil papers.” 


More advertisers CONCENTRATE their advertising in The. 
Journal for a greater return on their investments (proved by 
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Roster of America’s Finest Stores 


tieing in with Esquire the year ‘round 


ee Akron, Ohio................The A. Polsky Co. 


SS 8 ee we eer 
ES, err ree ar Koch Brothers 
PDUs ccc cesees The William F. Gable Co. 
Ann Arbor, Mich......... hate 6 4 Wagner & Co. 
RE ass 40:66 0:40 Oe Ps ets6e ne Rich’s, Inc. 
SS PS Serre ...-Alshuler’s 
Baltimore, Md......... .. Hochschild Kohn & Co. 
Beverly Hills, Calif............. Jerry Rothschild 


Binghamton, N. Y.......Sisson Bros. Welden Co. 
Birmingham, Ala.......Loveman, Joseph & Loeb 
ES OST ERTS Jordan Marsh Co. 
Bridgeport, Conn... 
Brockton, Mass........ niin at aennedal Edgar’s 
Buffalo, N. Y................The Kleinhans Co. 


Canton, Ohio........ .....Stark Dry Goods Co. 
Cedar Rapids, lowa.....Newman Mercantile Co. 
Champaign, Ill........ errors Jos. Kuhn & Co. 


Charleston, W. Va.— 
The Diamond Department Store 


Goerenite, 04. Gases 6 cas set-haasdeaas .. .Efird’s 
Chattanooga, Tenn............. Miller Bros. Co. 
GeO, Tks c'cccncuees Carson Pirie Scott & Co. 
a eee H. & S. Pogue Co. 
Cleveland, Ohio............ ... The Higbee Co. 
Colorado Springs, Colo... .Waymire Clothing Co. 
Ms cA ga.0 0 baad edee as The Union 


Dallas, Texas............Titche-Goettinger Co. 
Davenport, la.................M. L. Parker Co. 
Dayton, Ohio............The Metropolitan Co. 


Denver, Colo.........The Denver Dry Goods Co. 
Des Moines, lowa..............The New Utica 
Detroit, Mich...............The Ernst Kern Co. 
Dubuque, lowa...................Stampfer’s 


a ad aan KG Sea Ackemann Bros. 
Elizabeth, N. J...............R. J. Goerke Co. 
ee ....P. A. Meyer & Sons 


Fall River, Mass.............R. A. McWhirr Co. 
Flint, Mich.............Crawford & Zimmerman 
Ft. Worth, Texas........Monnig Dry Goods Co. 
Grand Rapids, Mich.. .. Wurzburg Dry Goods Co. 


Hartford, Conn........ eae ae eased ....Horsfall’s 
STC OCT CTT T Tere ... .Doutrichs 
I. Ty. Wes 6 cans vce bee boda Dunhill’s 
Indianapolis, Ind............ Wm. H. Block Co. 
Jackson, Miss...... sae R. E. Kennington Co. 
Jacksonville, Fla........ Pree .....Furchgott’s 
Kansas City, Mo....... culties ...Rothschild’s 
SE: WOM. 0d cincccccesccss ..-Miller, Inc. 


LaCrosse, Wisc....................-Newburg’s 
Lansing, Mich................J. W.. Knapp Co. 
Lawrence, Mass...................Macartney’s 
Lexington, Ky...........Graves, Cox & Co., Inc. 
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During the war, surveys showed Esquire a 


most favored magazine of America’s fighting men. That wasn’t surprising, 


for Esquire had been a favored magazine of many of these men while 
they were attending colleges throughout the country. 
This college market comprises alert young men who traditionally set nation-wide fashions 


in buying products men use, wear and give for gifts. Today, with two million 


college returnees, their importance is greater than ever. 

Consequently, 120 of the country’s finest men’s and 

department stores are tieing in with Esquire to sell this G.B.T.S. market. 

In addition, scores of other men’s and department stores, drug, jewelry, and tobacco stores 
are energizing their activities with Esquire-supplied displays and selling aids. 


These activities are selling Esquire-advertised products to men Going Back To School. 


NG, Md a aide we) he ad cee De Magee’s Ee a ere Meyer Brothers errr Robertsons 
OS SEP eT ere err Pfeifer Bros. ME oa Koa Sd eo hw eee Block & Kuhl Co. Spokane, Wash............ Thomas & Gassman 
EP Pe re eee) Buffums NS SP tiene noe Porters CI Unc ckceec vende John Bressmer Co. 
Los Angeles, Cal.......... Broadway Dept. Store Philadelphia, Pa............... Gimbel Brothers Springfield, Mass............ Albert Steiger Co. 
i Martin’s Pittsburgh, Pa.......... Kaufmann’s Dept. Store US Ics cbc cescéedeos Stix, Baer & Fuller 
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Minneapolis, Minn..........-...... Jester Sees. Rochester, N. Y....... Sibley, Lindsay & Curr Co. og bcs ee eben Ray Beers Clothing Co. 
Mount Vernon, N. Y........-.ceceeece Langdon PG SU's cv cvesheensceess Stuckey’s, Inc. i Serer ere Nevius-Voorhees 
Nashville, Tenn.............. Castner-Knott Co. Sacramento, Cal... .. Weinstock, Lubin & Co., Inc. ns 3:4 0 e545 460 408008 cA be N. Porter Co. 
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New Mechelle, N.Y................... Langdon a Morris Levy’s breeze ug.. hgh STEERER EEE EEC ee The Hub 
New York, N. Y............ Srenkdin Simeon Co. Schenectady, N. Y............. H. S. Barney Co. Wilmington, Del....... Jas. T. Mullin & Sons, Inc. 
ii sie dyno RGR wen Sal The Hub Scranton, Pa.............. Cleland Simpson Co. Winston Salem, N. C...... Norman Stockton, Inc. 
Oklahoma City, Okla.............. Rothschild’s Perr The Bon Marché Wercestor, Matt... .6seccces Denholm McKay Co. 


I ns cncebcece Nebraska Clothing Co. a ere a M. Levy Co., Inc. Youngstown, Ohio.......... G. M. McKelvey Co. 
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MR. MARTIN SACCO 


announces 


his association as 


Photographic Illustrator 


with 


RICHARDSON UHL STUDIOS, INC. 


676 St. Clair Street, Chicago 11 


Newsprint Stocks 
Continue Low 


NEw YorK—Daily newspapers 
have reported to the American 
Newspaper Publishers Association 
that newsprint paper stocks on 
hand at the end of August, 1946, 
were 37 days’ supply, or equal to 
stocks on hand at the end of July, 
1946. This compares with 49 days 
at the end of August, 1945; 56 
days in August, 1944; 51 days in 
August, 1943, and 53 days in Au- 
gust, 1941. 

Dailies reporting to ANPA con- 
sumed 250,059 tons of newsprint 
paper last month, compared with 
202,911 tons in 1945 (28.2% in- 
crease) and 224,361 tons in 1941 
(15.9% increase). The year 1941 
was the base for calculating al- 
lowable use by newspapers under 
former WPB Order L-240. 
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Para Ti Appoints Combs; 
Drops Radco for Salzman 


Para-Ti Corporation, New York, 
manufacturer of Tuya perfumes 
and toiletries, has appointed P. 
Wesley Combs, partner in the 
Radco, Inc., advertising agency, a 
vice-president. At the same time 
Radco has resigned the Para-Ti 
account. (AA, April 15) in favor 
of Hal A. Salzman Associates. 

Mr. Combs will retain his part- 
nership in Radco, and Blaine 
Faber, formerly advertising and 
sales director of the company, has 
resigned as advertising manager 
to devote all his time to the posi- 
tion of sales director. 


Haveles to Kemmerrer 


E. A. Haveles Mfg. Company, 
South Gate, Cal., has appointed 
Kemmerrer, Inc., Hollywood, to 
handle national advertising and 
sales promotion for its Redicheck 
systems for restaurants, and gift- 
ware items. 


AMERICAN 


BROADCASTING COMPANY 


FREE & PETERS 
National Representatives 


CBS Shows ‘Live’ 
Color Television, 
Hails Its Success 


New York—Columbia Broad- 
casting System, crusader for ultra- 
high frequency color television (as 
opposed to black-and-white vi- 
deo), has come forth with new 
evidence to supports its claims— 
this time a demonstration of “live” 
pickups in full color. 

The demonstration took place in 
CBS’s studios here, with newly 
developed “live” camera equip- 
ment in action on one floor, pick- 
ing up full-color images for trans- 
mission: to receivers on another 
floor. Originally the transmission 
was to have been made from the 
network’s video station atop the 
Chrysler building, but a break- 
down in studio-to-transmitter ca- 
bles prevented this. 

The color cameras were fo- 
cussed, in turn, on radio singers, 
models, paintings and a boxing 
match. Press _ representatives, 
watching the studio receiver in a 
fully lighted room, were impressed 
with the brilliance of the colors 
and absence of “color breakup” or 
blurring. 

Announcing successful comple- 
tion of two months of experimen- 
tal operation of the color cameras, 
Frank Stanton, president of CBS, 
proclaimed, “Once again, we have 
convincing empirical answers to 
the theoretical questions raised in 
certain quarters concerning the 
practicability of color television as 
a broadcast service.” 

Mr. Stanton disclosed that, as a 
result of “very promising tests” 
using an image orthicon tube re- 
quiring only a fraction of the light 
needed by older type orthicon 
tubes, CBS now is constructing 
mobile equipment to be used for 
full-color broadcasting of outdoor 
sports and a variety of sports 
events in Madison Square Garden 
before the year’s end. 

Mr. Stanton added, however, 
that CBS had decided against 
holding a series of public demon- 
strations of live-pickup television 
in order “to conserve the time of 
its laboratory staff.” The network 
had planned to stage demonstra- 
tions in New York and Washing- 
ton this fall (AA, Aug. 5). Up to 
this time CBS has confined its 
color television demonstrations to 
showings of film pickups to the 
press and radio industry. 


GET THE 
CLIPPINGS— 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 


lication 


PRESS CLIPPING BUREAU 
165 Church Street, N.Y.C. 7, N.Y. 
BArctay 7-S371 
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All Picture-Roto Sections 


NOW* — FIRST 3 Markets Group offers rotogravure and color- 
gravure reproduction in a New Group Companion Combination — 


(1) the Magazine Sections of the Chicago Sunday Tribune and the 
Philadelphia Sunday Inquirer; and the Picture-Roto Section 


of the New York Sunday News—as well as in... 


(2) the usual FIRST 3 Markets Combination of Picture-Roto Sec- 
tions in all three newspapers—in... 


The FIRST 3 Markets of America—a total market accounting for 
more than 40% of the country’s retail sales. 


Picture-Roto Sections 


NOW — FIRST 3 delivers a Sunday Punch with either hand: 
The Chicago Sunday Tribune Grafic (Magazine) Section; 
the Philadelphia Sunday Inquirer Everybody’s Weekly 
(Magazine Section) ; and the New York Sunday News Picture- 


Roto Section—or... 


As has been available, the combination of all three Picture- 
Roto Sections—the News Picture-Roto Section, the Tribune 


Picture Section, and the Inquirer Picture Parade. 
*Effective Oct. 13, 1946 


OVER 7,000,000 CIRCULATION 


THE GROUP 
WITH THE 
SUNDAY PUNCH 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 
Rotognavure » Colorgrauure 
Picture Sections » Magazine Sections 
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Increases Ad Rates 


Effective with the January, 1947, 
issue, Hospital Topics & Buyer, 
Chicago, will increase its basic 
page rate from $135 to $205, with 
a monthly circulation average of 
10,600. The publication will also 
be increased to a standard size of 
8%x11% inches. Present adver- 
tisers will receive the benefit of 
the old rates through June, 1947, 
providing that contracts are signed 
before Jan. 1. The same provision 
applies to new advertisers. 
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Average Car Card 
ls Found fo Reach 


13% of Population 


NATA Issues Results 
of Continuing Study 
in First Six Cities 


New York—The average 28- 
inch car card achieved a 23% 
readership of the total adult pop- 
ulation in the first six studies in 
the Continuing Study of Transpor- 
tation Advertising conducted by 


the Advertising Research Founda- 


tion for the National Association 
of Transportation Advertising. 

The NATA will publish the 
findings soon in a booklet, “Read- 
ing and Riding and ’rithmetic.” 
They cover Newark, New Haven, 
Detroit, Cleveland, Milwaukee and 
St. Louis, and summarize the first 
two years of this program since 
the first formal study in Newark 
in October, 1944. About $150,000 
thus far has been spent on it. The 
Newark study was preceded by a 
year of tests. 

A Chicago study, just completed, 
has not been included. San Fran- 
cisco will be covered in October, 
New Orleans in January, and Buf- 
falo next March, 


Useful Ratio Shown 


The car card studies are note- 
worthy, among other ways, in pro- 


se 
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viding a ratio of adult readership 
(15 years and older) of individual 
advertisements to the entire popu- 
lation and the adult population of 
each area. Except for the Detroit 
study, each study covered from 
two to five adjacent suburbs. 


Unlike Newspaper Study 


By contrast, reports in the 
Continuing Study of Newspaper 
Reading, for example, also con- 
ducted by the ARF, emphasize that 
the findings “cannot be projected 
to the circulation of the newspa- 
per, nor to the population.” Thus 
the cost per reader in these news- 
papers cannot be determined. 

To summarize the transporta- 
tion findings: 

Eighty-two per cent of all adults 
in these cities are riders of public 
transit; 64% of them make two or 


HENRY J. ute 


hesitates to take u 
freedom and to spea 
boldly against the enemies o 


and abroad, 


part of their reading every bus 


EDGAR A. SHARP 


- [ recommend readin 


people looking for 


news and to the advertisers. — 
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NEW YORK 
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Member of Congress, 3rd District, N. Y. 


I read The Sun because I enjoy its 
lively and interesting way of report- 
ing the news and because it’ never 
the cudgel for 
out frankly and 


-the 


American way of life, both at home 


LEONARD. W. HALL 


Member of Congress, 2nd District, N. Y. 


I have read The New York Sun for 
more than twenty years. Its news cov- 
erage is splendid, but what is more im- 
portant to me is its fair and forthright 
editorials on all important issues. 


MEMBERS OF CONGRESS—oaware of the place responsible, alert journalism 
holds, and must hold, in the American way of life, choose their newspaper 
with core and forethought. Their hearty approval of The Sun as a necessary 
day, underscores the findings of the 
L. M. Clark organization whose independent research rates The Sun "one of 
‘America’s best read metropolitan dailies." 


Member of Congress, Ist District, N. Y. 


The Sun because 
it brings all up-to-date news without 
exaggeration and carries complete in- 
formation about.-events in political 
affairs. Its excellent real estate sec- 
tion must be a great help both to 
neral real estate 


HARRY L, TOWE 
Member of Congress, 9th District, N. J. 


I have read The Sun for thirty years, 
and consider it an outstanding paper. 
It offers a straightforward presenta- 
tion of the news with frank and in- 
telligent comment in its editorials and 
= features. 


The Sun is contributing 


greatly to the fight for the preserva- 
tion of the type of America under 
which it and so many other enterprises 
prospered, 


Represented in Chicago, Detroit, San Francisco and Los 
Angeles by Williams, Lawrence & Cresmer Company; in 
Boston, Tilton S. Bell. 


more round trips per week; the 
average one-way trip takes 27 
minutes and the “average cost per 
thousand known seers for all 28- 
inch cards is $3.79.” 


Lowest Cost Is $1.98 


The lowest-cost card tested thus 
far was for Paul Jones whisky by 
Frankfort Distillers Corporation 
(Young & Rubicam): $1.98 per 
thousand known seers. Paul Jones 
was seen and remembered by 36% 
of the men interviewed in Detroit 
and 34% of the men in Cleveland. 
An OWI-OPA ad in Detroit, also 
ranked 34% among men. Then 
came Alka-Seltzer, Cleveland, and 
Calvert gin, Milwaukee, both 30%. 

Marchand’s hair rinse stood 
highest among women, with 35%, 
in Cleveland. Next in order among 
women were Paul Jones, Cleve- 
land, and PM whisky, St. Louis, 
both 34%; Alka-Seltzer, Cleve- 
land, 33%, and OWI-OPA, Detroit, 
31%. 

The six markets covered had a 
combined population of 5,044,521; 
a “basic population” (15 years and 
older) of 3,998,000; a total of 3,- 
317,000 riders, and a readership of 
the average 28-inch card of 900,- 
000. 


‘rwelve Cards Used 


Twelve cards of as many differ- 
ent advertisers are used in each 
study. The average cost per thou- 
sand readers of the three leading 
cards in each study was $2.94; of 
the three lowest cards, $5.40. 

The 23% figure for average read- 
ership of all cards included, the 
NATA points out, “is a conserva- 
tive figure and represents the 
minimum number of readers after 
all confusion and misidentification 
have been removed.” 

’ By age groups, the highest read- 

ership, averaging 34%, was among 
those from 15 to 29 years. Then 
came the 30-44 year group, 20%, 
and 45 years and over, 16%. 


Includes 30-Day Showing 


By rental groups, the upper 
quarter led in card readership, 
27%, followed by the third quar- 
ter, 25%; second quarter, 21%, 
and lowest quarter, 20%. These 
percentages were obtained by 
comparing total readers with total 
population. 

Each study attempts to produce 
a valid measurement for a specific 
card displayed for a period of 
30 days. The test card must never 
have appeared in the city sur- 
veyed. Similar copy cannot ap- 
pear in other media during the 
test period. Each test card must 
be 11x21 or 11x28 and ‘appear 
in a half run (in one-half of all 
the public transit vehicles in that 
area). The Alfred Politz random 
sampling survey method is em- 
ployed, the size of sample varying 
according to Cities. 

Otis A. Kenyon of Kenyon & 
Eckhardt, New York, is chairman 
of the ARF’s administrative com- 
mittee for transportation advertis- 
ing. Philip J. Everest is executive 
director of NATA. 
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He Can Give You The Pitch On Pitishurgh 


S this your war and peace picture of Pitts- 

burgh? First, lots of people moving in? Lots 
of money in lots of pockets? Then, lots of people 
moving out? And not so much money in not so 
many pockets? 


If that’s your picture of Pittsburgh today, then 
an important part of it is out of focus. For this 
particular colossus of industry gained little, if 
any, population during the war. 


And by the same token it will lose little during 
the ‘peace. In fact, Pittsburgh people are like 
the materials they manufacture — they are as 
economically basic as the steel and iron and 
coal and coke and glass for which their city 
is famous. And they need to be approached, 
sales-wise, with a sound knowledge of how 


they live and what they think. 


If ever there was need for a native-born under- 
standing of a city—a newspaperman’s under- 
standing — this is it. And that’s the kind of 
knowledge that’s meat and drink to the Hearst 
Advertising Service. 


Here Hearst Advertising Service “reporters with 
a nose for sales” are ever at work with Pitts- 
burgh sales and advertising executives, exchang- 
ing facts, comparing opinions, building up a 
vast storehouse of information. 


And in the nine other key cities below, the same 
type of cooperation is available to sales and ad- 
vertising executives. So, if it’s Pittsburgh with 
you—or any of the other nine points—call the 
local Hearst Advertising Service man now. 


~ Hearst ADVERTISING SERVICE 


HERBERT W. BEYEA, General Manager 
959 — 8th Ave., New York 19, N. Y.— Offices in principal cities 


Representing: 
New York Journal-American «+ Pittsburgh Sun-Telegraph + Chicago Herald-American 


Baltimore News-Post-American + Boston Record-American-Advertiser + Detroit Times + Albany Times-Union 


San Francisco Examiner + Los Angeles Examiner + Seattle Post-Intelligencer 
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Join Dickie-Raymond 
Richard Eckman, who handled 


~. merchandising at Filene’s in Bos- 


ton; William Rynne, free - lance 
magazine writer, and Sylvia Perl- 
man have joined the Boston office 
of Dickie-Raymond as copywriters. 


Adds Welch to Staff 


Raymond W. Welch Jr., re- 
cently released from the Navy, 
has joined the Chicago office of 
National Geographic Magazine. 


Let's Talk About Photostats 


(POTASSIUM — SODIUM FARRICYANIDE) 
The Shampoo of the Photostat business 


The discreet handling of this potent emulsion 
cleanser clears up backgrounds, unchokes let- 
ters and tones. No need to specify this spe- 
cial treatment when you call—it's part of our 
regular service. 


Royal Phota Service 
RAN. 4796 


McCrary Opens Agency 
Switzer McCrary, account ex- 
ecutive with Rogers & Smith 
Agency, Dallas, for the past three 
years, has resigned to open the 
McCrary Advertising Agency, 2029 
Jackson St., Dallas. The new 
agency’s national accounts include: 
Tol Higginbotham & Co., Dallas, 
manufacturer of Lit’l Tyke baby 
trainer, and Air Associates, Teter- 
boro, N. J., aviation supplies. 


Loyola’s FM on Air 
WWLH, new FM station owned 
and operated by WWL, the Loyola 
University 50,000-watt station in 
New Orleans, took to the air Sept. 
12. The inaugural program heard 
over both WWL and WWLH, 
marked the first time AM and 
FM broadcasts have been made 
simultaneously in New Orleans. 


WEEK Joins NBC Nov. 15 
Station WEEK, Peoria, IIl., orig- 
inally scheduled to join the Na- 
tional Broadcasting Company Oct. 
1, will be unable to affiliate until 
Nov. 15 because of construction 
difficulties delaying completion of 


the station. 
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Groucho, McCarthy 
New Bulbsnatchers 
in G-E Lamp Drive 


CLEVELAND — The lamp depart- 
ment of General Electric Com- 
pany this fall will continue its 
“bulbsnatcher” advertising theme, 
adding Eddie Bergen and Charlie 
McCarthy, Groucho Marx, George 
Burns and Gracie Allen, and 
Hollywood stars to the list of those 
who practice this habit frowned 
on by G-E. 

In a drive as great or greater 
than that of recent months, the 
new campaign by the lamp de- 
partment will include, first, 
straight selling copy stressing the 
“stay brighter longer” slogan and 
low price of G-E bulbs; second, 
the bulb-snatching theme; third, 
a drive in Business Week, News- 
week, Time and United States 


x 


Sure you know him. He’s the mechani- 
cally-minded citizen in your neighborhood 
— the fellow you turn to whenever your 
lawnmower is on the fritz, or your car 
won’t start. 


Recognize him? He lives up the street, 
and either rents or owns a house valued 
above $7000. He’s the fellow with the home 
workshop, the one who spends his spare time 
working on an active hobby, such as wood- 
working, metalworking, photography, or 
model building. 


You know him, don’t you? He’s handy 
because he’s an artisan — makes over $3600 
a year working with his hands. He’s 32 years 
old, married, and has one son. 


Now you know him! He’s the typical 
MECHANIX ILLUSTRATED reader.* Typical of 
over 600,000 mechanically-minded men who 
depend on MECHANIX ILLUSTRATED to keep 
them abreast of the latest developments in 


— 


sctence, mechanics, and hobbies. Inquisitive 
by nature, always alert to new ideas, they 
are an easily-sold market for all kinds of 
mechanical products, hardware and house- 
hold equipment .. . anything men buy. 


And when you sell this market, you sell the 
neighborhood, for these handymen spread 
the word about the products they believe in. 
Tell them your story in the magazine they 
believe in . . . MECHANIX ILLUSTRATED. 

* Facts and figures on the MECHANIX 


ILLUSTRATED reader are taken from the lat- 
est reader survey. Copy on request. 


MECHANIX ‘a 
ILLUSTRATED 


Fawcett Publications, Inc. 
295 Madison Ave., New York 17, N. Y. 
World's largest publishers of monthly magazines. 
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ANOTHER BULBSNATCHER — This 
Marx brother, like Fred Allen, George 
Burns and Charlie McCarthy, will ap- 
pear as lamp delighters in the General 
Electric lamp department's full-page 
ads in national magazines this fall. Bat- 
ten, Barton, Durstine & Osborn, and 
Foster & Davies, handle the account. 


News to promote fluorescent light- 
ing, and fourth, ads on G-E heat 
lamps in Better Homes & Gardens 
and Life. ; 

In addition, G-E is running ads 
in 120 business papers in the in- 
dustrial, commercial, automotive, 
photographic, retailing and health 
fields to promote its lighting prod- 
ucts. From time to time, these ads 
will feature G-E’s Lighting Insti- 
tute at Nela Park here to show 
how the lamp department develops 
new fixtures, trains dealers and 
provides outstanding service to 
architects and others interested in 
lighting developments. 


Reopens Lighting Institute 


The institute, established 25 
years ago, was reopened this 
month, after being closed during 
the war. The renovated buildings 
now contain numerous new dis- 
play rooms devoted to special 


lighting problems, work shops, 
lecture rooms, etc. (AA, Aug. 5). 
Executives point out that the in- 
stitute has become an important 
part of the lamp department’s ad- 
vertising and sales promotion pro- 
gram. 

The G-E lamp department sales 
staff has been supplied with copies 
of a new brochure, “Never a Dull 
Moment,” which tells the story of 
the lamp advertising campaign. 
This explains that “G-E Lamps 
advertising impressions add up to 
about 700,000,000 this year.” It 
points out that the current “Don’t 
Be a Bulbsnatcher” ad featuring 
McCarthy and Bergen will be the 
basis for window displays this fall. 

The lamp department account 
is handled by Foster & Davies and 
Batten, Barton, Durstine & Os- 
born. 


Introduces New Product 


Ceraseal Chemical Corporation, 
Chicago, through MacDonald-Cook 
Company, Chicago has launched 
its first national campaign in 
magazines and business papers, 
supplemented by newspaper ad- 
vertising under the signature of 
Ceraseal’s distributors. Copy is 
introducing Cer-A-Seal doub-L- 
life, a line of war-perfected solu- 
tions that protect and preserve 
wood, masonry, textiles and leather 
against moisture, mildew, insects 
and fungus growths. 


Abbott Joins Kaufman 
Sam Abbott, formerly with 


Sears, Roebuck & Co. and R. J. A. 
McLaughlin & Associates, has 
joined the art staff of Henry J. 
Kaufman & Associates, Washing- 
ton. 


Appoints Engstrom 

C. B. Engstrom, formerly with 
J. Walter Thompson Company and 
Williams & Cunnyngham, has 
joined the Chicago office of Adver- 
tising Engineers Corporation as 


account executive. 


city zone.* 


NEW YORK CHICAGO 


342 Madison Ave. Wrigley Bldg. 


the St. Paul Dispatch 
and Pioneer Press are 
the Only Daily Papers 
Read by 90% of 
the 331,000 people 
in the St. Paul A. B. C. 


*Less than 10% of the people in the St. Paul 
City Zone read any other daily newspaper. 


RIDDER-JOHNS, INC.—Notional Representatives 


DETROIT 
Penobscot Bidg. 


ST.. PAUL 
Dispatch Bidg. 
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Sign of the fish Ces 


“CAPTAINS OF PREVATEERS who gave chace to enemy Sail wheresoever found, 


and Tumbl’d down their Colours”. . . outfitted military stores at the 
shop of Edward Pole, Market Street, Philadelphia, in 1780, bought 
“Boarding Pikes, Cutlasses, cannon Cartridges, Grape Shot, Sponges, 
Rammers, Priming Bitts, Handcuffs. and Marlingspikes”’. . . while 
more peaceful piscators purchased “Fishing Tackle, Cork Floats 


with swan or goose Quills, casting Mennows, and scoop Netts. . .” 


THE MODERN PRESS likewise boldly boards maneuvering marauders, 
sweeps decks of alien doctrines... shoots thundering salvos at dictators 
abroad or trespassers at City Hall... marlingspikes malefactors . . . 
conks crime with the pole ax of public opinion . . . blows rumors to 
bits... commands respect of right thinkers, runs up the colors for 
all good causes... but also fishes the passing stream for shining catches 


... baits readers’ hooks with humor . . .scoop-nets pastime and play... 


In puiLapeLputa, the Inquirer offers the prize catch, 575,000 . 


superb spenders, with open cash-creels ...as Media Records show, is 


the medium wise advertisers choose to tackle this munificent market! 


VA % 
The Philadelphia Inquirer > 
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FDA Maps Bigger 
Drive to ‘Clean’ 


Processing Plants 


New '46 Campaign 
Planned; Industries 
Offer Cooperation 


WASHINGTON—The BIG item of 
business at the Food and Drug Ad- 
ministration, now that the war is 
over, is an intensified drive against 
insanitary conditions in food and 
drug storage and processing plants. 


In literally thousands of careful- 
ly documented cases during the 
past four years, Food and Drug 
inspectors have collected evidence 
of unsuspected carelessness in some 
of the country’s largest processing 
establishments, including many of 
the nationally known baking com- 
panies. 

Working on an _ industrywide 
“project” basis, the agency’s 200 
inspectors have swept through the 
confectionery industry, the baking 
industry, milling, crab meat and 
perhaps two dozen others. In 1945 
alone, more than 5,000,000 pounds 
of flour were seized. 


New List Planned 


A long list of industry “projects” 
has been set up for the current fis- 
cal year. The only thing that will 
reduce the number of seizures and 
criminal prosecutions, officials say, 
will be correction of the careless- 
ness that the government is out to 
check. 

Many firms have met the pro- 
blem by assigning a capable in- 
dividual clear-cut authority to deal 
with it. But, particularly for agri- 
cultural products, the solution is 
not simple. 

To insure receipt of clean raw 
materials, individual firms may 
have to educate hundreds or even 
thousands of producers. The reme- 
dy in each case must be based on a 
study of the problems involved. 

Currently trade associations in 
the food and drug field are taking 
a tip from the administrator and 
setting up greatly expanded pro- 
grams to assist their members with 
“cleanliness” programs. 


Studies Being Made 


In the confectionery field, can- 
ning, baking, preserving and dairy 
industry associations are sponsor- 
ing extensive studies on rodent 
control, machinery design and simi- 
lar problems that confront even the 
best managed firms. 

The National Canners Associa- 


Another 


REPLY: 


GOLDBLATT BROTHERS, 
INC., 


Chicago, Illinois, says: 


" _ the results of the Reply-O 
Letter mailed from our Ham- 
mond store is 26.4, and they're 
still coming in. You may quote 


us. 


O LETTER 


Success! 


Whet Are 
Your Needs? 


Write to THE 


REPLY-O PRODUCTS CO. 


150 West 22nd Street, New York 11 


tion, American Institute of Bak- 
ing, Millers National Federation, 
National Confectioners Association, 
National Preservers Association 
and the dairy ‘trade groups are 
among those cooperating. 

During 1945, 63.4% of the ad- 
ministration’s time was devoted to 
food and vitamin control work, 
31.6% to drugs, 1.9% to cosmetics 
and only 1.3% to the formulation 
of food standards. 

The biggest project in 1945 was 
cereal and cereal goods, requiring 


8.7% of the agency’s time. Veg- 
etables and vegetable products re- 
ceived 8.4%, dairy and fruit re- 
ceived 7.5%, fish 5%. Confec- 
tionery products were down to 
4.6% from 6.3% the previous year. 
Vitamins and dietary foods got 7% 
of the agency’s efforts. 


New Powers Added 


Under amendments to the Food 
and Drug Act which became effec- 
tive in 1940, an article is consider- 
ed “unfit for food” if it has been 
“prepared, packed, or held under 
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insanitary conditions whereby it 
may become contaminated with 
filth or whereby it may have been 
rendered injurious to health.” 

Operating under this additional 
authority, Food and Drug inspec- 
tors demonstrated that seemingly 
spotless bakeries and confectionery 
plants actually harbored rodents 
which during the night were crawl- 
ing freely over stored raw material 
or drying racks of candy. 

Using highly scientific labora- 
tory methods, they prepared “tight” 
cases by extracting rodent stains 


and hair from the food. They locat- 
ed weevils in the automatic ma- 
chinery of some of the nationally 
known bakeries. They produced 
proof that overripe fruit passed 
easily through the machinery of 
some large canning plants..- 


Ignorant of Dangers 


“In most cases,” officials say, 
“responsible management was not 
aware that these conditions existed 
in their plants. The management 
of one large confectionery plant 
said it was genuinely surprised at 
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the evidence our laboratory tests 
produced. 

“They had employed an exter- 
minator to control rodents and had 
provided the superintendent with 
personnel to keep the plant clean. 
Once the management was convinc- 
ed that conditions were unsatisfac- 
tory, prompt steps were taken to 
correct the objectionable practices.” 

Before cracking down on a par- 
ticular industry, field and staff of- 
ficials make a preliminary survey 
to determine the extent of the prob- 
lem. Initial factory inspections are 


made, enabling inspectors to work 
out techniques which can be used 
in other plants. 


No Standard Procedure 


The wide differences in building 
construction, types of raw mate- 
rials used, kinds of equipment and 
other variables make it impractic- 
able to have a standard procedure. 
In most cases, however, the chief 
problem encountered involves ro- 
dent and insect control. 


Unlike FTC, which has some- 
what related functions, Food and 


Drug can move rapidly and effec- 
tively against an offender. It can 
seize adulterated goods. Or, if it 
wishes, it can go into federal court 
with criminal prosecution involv- 
ing $10,000 fines and three year 
prison sentences where a violation 
is done with intent to defraud. 


During 1945 there were 2,411 
food seizures, 1,723 for decomposi- 
tion or insect or rodent infesta- 
tion. Also in 1945 there were 118 
charges of dangerous substances 
in products, 4 of labeling with mis- 
leading health claims, 256 for viola- 


tions of standards, 229 for debase- 
ment, 54 of deceptive packaging, 
113 short measure, 39 for failure 
to bear mandatory labeling, and 15 
for use of uncertified coal tar. 


Joins Venable-Brown 


George L. Service has resigned 
as advertising manager of Free- 
dom-Valvoline Oil Company, Free- 
dom, Pa., to become a partner in 
Venable-Brown Advertising Agen- 
cy, Cincinnati. A. J. Kilgariff has 
been named to succeed Mr. Service 
at Freedom-Valvoline. 


Proverbial Parade 


The NBC Parade of Stars is now starting its fifth year of audience building. 
Wethiag Succeeds Like Success 


The NBC Parade of Stars material has been in the hands of alert station promotion men 
since the first of August. 2w#e LaRLY BiRvD GETS THE Wor 


The NBC Parade of Stars fall network showcases, originated 3 years ago, will be heard in high-Hooper 


times Sunday, October 13 (from 4 to 6 p.m., EST) and Monday, October 14 (from 10:30 to midnight)— 


a three-and-a-half-hour sampler of the best in broadcasting. Imitation Is the Sincerest Flattery 


The NBC Parade of Stars, more than ever, is decked with brilliant innovations 


and extravagant trimming—plastic bandboxes, new on-the-air promotion, listener-tailored 


space advertising. You Ean’t Judge a Book by lis Enver 


but... 


The NBC Parade of Stars remains—basically—proven, effective promotion of 


The Greatest Shows in Radio. The End Fustifies the Means 


The NBC Parade of Stars is made possible by advertisers, talent, stations and the network, 
all using all media. IN UNION STRENGTH 
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A Service of Radio 
Corporation of America 


More listeners is the goal—more for advertisers, more for talent, 


more for the independent affiliated stations, more for... 


AMERICA’S NO. | NETWORK 


_.. the National Broadcasting Company 


27 
Promotes Heating System 


In a brochure recently released, 
C. A. Dunham Company, Chicago, 
tells of a new type baseboard heat- 
ing system for small homes and 
multiple dwelling units. Building 
industry publications also are be- 
ing used. William Hart Adler, Chi- 
cago, is the agency. 


Hartman Appoints Cain 
L. F. Cain, formerly on the ad- 
vertising and sales promotion staff 
of Sealright Company, as been 
appointed account executive of 
Hartman Advertising Agency, Syr- 
acuse, N. Y. 


Names Havemeyer ; 
H. Mitchel Havemeyer, formerly 
with Alfred D. Lilly and Monroe 
F. Dreher agencies, has been ap- 
pointed art director of Hazard 
Advertising Company, New York. 


Names Alvin Gardner ' 


Figure Builder Foundations 
Union, N. J., maker of corsets and 
girdles, has placed its advertising 
with Alvin Gardner Company, 
New York. 


“WE SPEND THOUSANDS of dollars 
to develop our products...why not a 
few cents more to sell them more eas- 
ily in the coming buyers’ market? 


“Why shouldn't our salesmen show 
our line in V.P.D. transparent plastic 
envelopes...either in standard ring 
books or ready-made presentation 
books?** No more messy advertising 
reprints, finger-marked photos, dog- 
eared circulars...not with V.P.D. 


“So I ordered them for all my sales- 
men...and found they clicked. What 
reports: ‘My prospects LIKE to look 
over our line.” ‘They make a neater, 
snappier presentation.’ ‘Those V.P.D. 
show-window envelopes work so well 
they give me extra confidence.’ 


“Moreover, we're saving money, time 
and trouble because V.P.D. plastic 
envelopes’ extra protection eliminates 
wasteful replacements of worn-out 
photos and literature.” 


Business firms and individuals have bought mil 
lions of dollars worth of our beautiful, crystal- 
cleor holders and covers...the very best on the 
market todoy. 


The simple ideo of smarter selling with V.P.D. 
is oll yours... just osk your dealer. If he does 
not carry V.P.D., write us. 

*V.P.D. MEANS VISIBLE PROTECTIVE DISPLAY 


**V.P.D. handsome leatherette-covered presen- 
tation books with 16 or 24 tronsporent, letter 


size windows, come bound in spiral or swing-o- 
ring thot tokes estro poges up to 3/,” thickness. 


JOSHUA MEIER COMPANY 


36 Eost 10th Street * New York 3, N.% 
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| Form Shoe Company 
Solar Shoe Company, Spencer, 
'Mass., has been organized to manu- 


Officers include Henry Solar, presi- 


IN THE BUSINESS MARKET @ | enous geste 


president, who will be general 
‘manager; and Max Weinstock, 
'treasurer. Mr. Solar has been with 


Nation ay Business alone the Kleven Shoe Company and will 


continue to serve as general sales 
|manager. 


is now read by Half* of the intooques Ad Bates 


Effective April 1, 1947, Refriger- 
ating Engineering, New York, will 


Million who buy in Billions! $167.00 to 8200, witha creulation 


guarantee of more than 7,000. 


* 516,258 Executive Subscribers All Paid In Advance Daily Abolished 


| Telegram, Twin Falls, Ida., own- 


ied by the Statesman, Boise, Ida., 
|suspended publication with the 
|Sept. 4 edition. Newsprint short- 
'age was listed as the cause. 


'facture Compo Shoes for women. 


all 


business 


(A) 


local 


eo ee ; 
Bee oe he Ve 


Selling, too, is a personal affair . . . between a local 

consumer and a local merchant. Multiplied many times in many 

markets, local sales build into national business. But sales differ as 

markets differ, and markets differ as people differ. Advertising 

sells best for you when its fits your particular pattern of sales opportunities. 
In one case recently studied by the Bureau’s sales analysis group, 

a manufacturer advertising in national media discovered that communities 
in 5 states accounted for 56% of his total business—10 states, 

73.1% of his potential customers. . 

Newspaper advertising is efficient because it fits. With an 

all-time high circulation of 51,000,000 copies daily . . . newspapers 

are the biggest mass medium. Yet they offer precision control, build sales 
where you want them when you want them. Maybe we can help . 


provide some local facts about your business. 


the bureau of advertising 


AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION 


370 LEXINGTON AVENUE NEW YORK 17 
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MBS Nears Goal 
of 350 Outlets; | 
Others Expand 


NEw YorK—The Mutual Broad- 
casting System has come close to a 
goal that has been near the hearts 
of MBS top executives—to get 350 
outlets on the affiliate list. Recent 
addition of 10 more stations to “the 
world’s largest network” has 
hoosted the total to 349. 

WENK, Union City, Tenn., and 
WOHS, Shelby, N. C. (daytime 
only), both currently under con- 
struction, joined the Mutual ranks 
Sept. 15. WGNI, Wilmington, 
N. C., and WMOA, Marietta, O., 
came in earlier this month. WBRW, 
Welch, W. Va., will join Oct. 1. 
WJOR, Bangor, Me., KGRH, Fay- 
etteville, Ark., and WWSC, Glens 
Falls, N. Y., will be added Oct. 1. 
KODI, Cody, Wyo., now under 
construction, will be affiliated Nov. 
1.KVET, Austin, Tex., will replace 
KNOW as Mutual’s outlet in that 
city Oct. 1. All are 250-watt sta- 
tions except KVET, which is 1,000. 

WILK, a new 250-watt radio 
station under construction in 
Wilkes-Barre, Pa., will affiliate 
with the American Broadcasting 
Company on Dec. 1, increasing 
ABC’s string of outlets to 217. 
WILK is owned by the Wyoming 
Valley Broadcasting. Company and 
will be managed by Roy E. 
Morgan. 

KSDJ, new 5,000-watt full-time 
station in San Diego, Cal., is to 
join the CBS network Oct. 1 as its 
159th affiliate. The station is own- 
ed and operated by Finley-McKen- 
non Broadcasting Company and is 
linked with the San Diego Joyrnal. 
Purnell H. Gould is general man- 
ager. 


Appoints Metcalf 


Dixon Lubricating Saddle Com- 
pany, Bristol, R. I., has appointed 
George T. Metcalf Company, Provi- 
— Business papers will be 
used. 


Gets Hosiery Account 


Prater Advertising Agency, St. 
Louis, has been appointed te handle 
the advertising of Classner Hosiery 
Company, Paducah, Ky. 


Appoints Peck 


Aubrey C. Peck has been ap- 
pointed to the executive staff of 
Spitzer & Mills, Toronto. 


213,000 WINTER 
VACATION TRIPS! 


This winter, more than 213,000 teachers 
are planning vacation trips!* 

This represents tremendous buying 
power on the move—purchases of auto- 
mobile supplies, travel necessities, and 
hotel reservations, plus train, bus and 
plane tickets and substantial business for 
travel agencies. 

State Teachers Magazines reach this 
market directly, economically and effec- 
tively. Select any combination of from 
one to 43 State Teachers Magazines to 
reach the territory you want... to get 
_national coverage with /ocal appeal. 

For details, write State Teachers 
Magazines, 307 North Michigan Avenue, 
Chicago 1. 

*From a recent cross-section survey of 
America’s 710,000 teachers. 


Georgia C. Rawson, Manager 


Reaching America’s Most Influential Marke 


State Teachers — 


MAGAZINES 


An association of 43 state teachers magazines 
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FOOD TOPICS —s x * * 


Both on the basis of logic and of fact, this 
statement is easily provable: 


The business man...any business man...will give 
his closest and most eager attention to the trade 
paper which brings him vital business news first. 


* 


All good business men have one craving in common—an 
insatiable appetite for business news—for facts— more 
facts —and still more facts about businesses they are in. 


Business news is mental meat. It’s the hearty stuff on 
which all active, vigorous executive brains feed hungrily. 


Right now you are reading Advertising Age— your busi- 
ness newspaper — proof of your own keen interest in live 
business news, rapidly reported. 


Elsewhere in town, other business men are eating up the 
fresh business news available in their business news- 
papers— Automotive News, Retailing Home Furnishings, 
Women’s Wear Daily, Variety, Wall Street Journal, Drug 
Topics, Drug Trade News, Food Field Reporter. Every- 


* 


where you go in business, you find that hot news is 
hot stuff. 


+ + He & & 


In the face of the fact that good business men are invar- 
iably news gluttons—in view of the self-evident mechan- 
ical and operational advantages inherent in the fast- 
moving newspaper operation, which makes the newspaper 
the jet propulsion way to get live news into readers’ hands 
—in the light of the successes which have been scored by 
vood business newspapers in many other fields — it seems 
almost inconceivable that America’s biggest business — 
the $15,340,000,000 retail grocery business — has, up to 
now, had no national newspaper. But, it is so. 


TWO AND ONE-HALF YEARS OF RESEARCH AND STUDY 


Two and one-half years ago, the Board of Directors of 
Topics Publishing Company, conscious of this gaping 
void in the food trade paper field, appropriated a stiff five 
figured sum for a study of the situation and research on 
the kind of newspaper that was needed, if any. 


Later, another appropriation, this time in the six figure 


TESTED EVERY 


The Topics Publishing Company asks no man to gamble 
with it on a publishing theory. 


It is our belief that a new publication should be com- 
pletely pre-proved — AT THE PUBLISHER’S EXPENSE 


— before any advertiser is asked to buy a single agate line 
of space. 


Working on that principle, FOOD TOPICS has been pre- 


tested as no other trade paper in history has ever been 
pre-tested. Just look at some of the things which have 


eet 
S 4 


bracket, was made for editorial research and actual pub- 
lication development. 


The end result is FOOD TOPICS —a business newspaper 
for retail grocers —the Topics Publishing Company’s an- 


swer to the greatest trade paper need of America’s big- 
vest business. 


STEP OF THE WAY 


been done: 


STEP ONE: 


Personal interviews with retail grocers in all sections of the 
country, and in all kinds of volume groups, were arranged. 


PURPOSE: To study the validity of the theory that a 
\ 


retail food trade newspaper was needed. 


FINDINGS: Practically unanimous agreement as to the 
need. 


——~%— 
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* »  » FOODTOPICS « +* «+ 


STEP TWO: through FOOD TOPICS’ representatives listed on follow- 
A city-wide mail survey in a community where a bright, ing page.) ae 
well-edited local retail grocers’ newspaper exists. STEP FOUR: 


PURPOSE: To measure the readership enjoyed by that Having secured grocers’ reactions to FOOD TOPICS as a 


food newspaper, and to compare it with the readership of whole, readers were questioned as to individual features 


existing national food trade magazines. — specific stories — picture pages— editorials—cartoons. 


FINDINGS: A startling readership advantage in favor of 
the local newspaper. (FOOD TOPICS’ field representa- 


'tightwum-inpimvartmen. Cv kA ee. 
man to review it with you. See last page of this section 


boric nuans.) before them an authentic readership preference report 

which tells them where, in the test issue, they batted home 
STEP THREE: runs— where they fouled out. (Complete reports of the 
popularity ratings of all features are available through 
FOOD TOPICS’ representatives —ask to see them. This 


study contains valuable information for all who are en- 


PURPOSE: To check the value of every important item 
in the newspaper for guidance in future operations. 


Following the careful building of what we believe to be 
the largest and most able group of editors and advisory 
editors ever assembled in the food field, and following ' sa 

’ gaged in the job of writing f dto g ‘ 
many test “dry runs,” an actual issue of FOOD TOPICS REE AE AE OG Te A NN, 
was assembled, printed, and on Monday, August 12, was STEP FIVE: 


delivered to 3500 retail grocers. Daniel Starch representatives called on a carefully selected 


PURPOSE: Having demonstrated beyond question by cross-section of the FOOD TOPICS’ sample audience. 
our first study that the grocer’s need for news is acute, PURPOSE: To check the relative popularity of all major 
and having proved by our second study that a well edited FOOD TOPICS stories and to provide a cross-check to 
newspaper fills that need, the logical third step was to the questionnaire returns. 


discover whether or not FOOD TOPICS, the newspaper 
we had so painstakingly planned, would measure up to 
the big opportunity. 


FINDINGS: Additional valuable information for FOOD 
TOPICS editors and for copy-writers working in the food 


field. This Starch report is available through FOOD 
FINDINGS: WOW! (Complete reports are available TOPICS’ men.) 


* * * 
Yes, step by step, every phase of the FOOD TOPICS going to get the best possible buy in the retail trade paper 
operation has been tested, and today both the need for a field in return for his money. Confidently, the advertising 


national grocers’ newspaper and the ability of FOOD 


agency account executive can recommend FOOD TOPICS 
TOPICS to fill that need, are a matter of statistical record. 


to grocery trade clients, knowing that his judgment is 
Confidently, the advertiser can make full commitments backed by the greatest mass of readership evidence ever 


for FOOD TOPICS space for 1947, knowing that he is amassed on any retail food trade paper —OLD OR NEW. 


* * * 


THE TOPICS PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


Pioneers in the newspaper type of trade paper publishing. Publishers of Food Topics— Food Field Reporter — Drug 
Topics—Drug Trade News--The Drug Topics Red Book—and Sponsors of Nationally Advertised Brands Week. 


aie 


ATLANTA CLEVELAND CHICAGO LOS ANGELES SAN FRANCISCO 


4 


(See page following for list of FOOD TOPICS’ District Managers — bearers of the proof portfolios which confirm every state- 
‘ment made in this message. Call the man nearest to you. Collect, if you are not in a city where FOOD TOPICS has an office.) 
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Below are listed the names, addresses and phone numbers 
’ of the FOOD TOPICS’ men, whose portfolios bulge with 
the statistical evidence described on the preceding pages. 
If you are a manufacturer of a grocery store product, or 
an advertising agent working on a grocery store item, 
one of these men has been assigned to serve you. If your 
1947 plans are in the making, and you wish to get the 


NATIONAL BUSINESS MANAGER 


Louis W. Gabell 
Headquarters Office 

330 West 42nd St. 

New York 18, N.Y. 
Telephone: Longacre 3-24.00 


DIVISIONAL MANAGERS 


_ New York City, Eastern Pennsylvania, New Jersey, Dela- 
ware, Maryland and Washington, D.C.: 


Harry Fraker 

330 West 42nd St. 

‘New York 18, N.Y. 
Telephone: Longacre 3-2400 


New York City, Upper New York State and Western 
Pennsylvania: 


t” 


Roy Hutchinson 

330 West 42nd St. 

New York 18, N. Y. 
Telephone: Longacre 3-2400 


New York City and New England: 


Fred Wurtz 

330 West 42nd St. 

New York 18, N.Y. 
Telephone: Longacre 3-24.00 


On all Frozen Foods for Eastern Seaboard: 


Jack McQuade 

330 West 42nd St. 

New York 18, N.Y. 
Telephone: Longacre 3-2400 


FOOD TOPICS will have the largest circulation in the 
retail food field. Publisher’s circulation statements and 
rate cards will shortly be delivered to advertisers and 
agencies by mail. Circulation will be controlled and au- 


i 
ne 


FOOD TOPICS « «  « 


DISTRICT MANAGERS 


data fast, call at once for information. In any event, make 


a note to give the FOOD TOPICS’ man all of the time 
necessary to cover the dramatic FOOD TOPICS’ story 
when he asks for an appointment. As a reward, we prom- 
ise you one of the most interesting business half hours 
you've ever experienced. 


Chicago, Upper Illinois, Wisconsin, lowa, Minnesota: 


R. L. (Scoop) Cary 

520 N. Michigan Ave. 
Chicago 11, Illinois 
Telephone: Superior 9766 


Chicago, Lower Illinois and Missouri: 


Arthur Kohler 

520 N. Michigan Ave. 
Chicago 11, Illinois 
Telephone: Superior 9766 


Cleveland, Michigan, Indiana, Ohio, Kentucky: 


Mr. Joseph Walsh 

825 Williamson Bldg. 
Cleveland 14, Ohio 
Telephone: Main 5530 


For the South: 


B. Frank Cook 

22 Marietta St. 

Atlanta 3, Ga. 
Telephone: Walnut 1231 


ih 


For the Pacific Coast: 


Don Harway 

816 West 5th St. 

Los Angeles 13, Calif. 
Telephone: Mutual 8512 


Don Harway 
68 Post Street 
San Francisco 4, Calif. 


Telephone: Yukon 1069 


GENERAL INFORMATION 


dited by C.C.A. just as soon as FOOD TOPICS can qualify 
for membership. Rates will be the lowest in the field per 
column inch (or square inch) per thousand circulation. 


THE TOPICS PUBLISHING COMPANY, INC. 
330 WEST 42np STREET, NEW YORK 18, N. Y. 
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Advertising Age, September 23, 1946 


G-E’s Wilson 
Sees Record 
Employment 


NEw YorK—Despite mounting 
national and international diffi- 
culties—including “an overdose of 
‘one world’ doctrine’ — General 
Electric Company “plans to em- 
ploy more people, in more plants 
across the United States, at higher 
wages, and drive for more busi- 
ness than ever before in its his- 
tory,” Charles E. Wilson, 


utives Club of New York. 
However, 


in July of this year it numbered 
63 millions. The armed forces a 
year ago this summer numbered 
12.3 millions, but by July, 1946, 
they had dropped to 2.6 millions. 
This meant that the civil labor 
force had risen in a year from 
55.2 to 60.4 millions. 

“During that year the farm la- 
bor force had hardly changed at 
all, whereas the non-farm group 
had increased 3.8 millions, and .. . 
unemployed had risen from 1 to 
2.3 millions.” This means that 
“some 9.7 million members of the 
armed forces have been absorbed 


into civil life since V-J Day... .|' 


Our total available labor force has 
been reduced in that year by 4% 
million persons. . . . Normal un- 
employment in this country is es- 
timated at 2 million at any given 
time, due to shifting of jobs and 


situations. The real gain in our | yi) 
labor force, figuring normal un- |)y6>) 


employment, is less than 2%, when 
all factors are considered.” 


“The real challenge to Amer- |! 


ican enterprise,” he emphasized, 


is to effect with this force “a vast ota 


To consider 


any newspaper 
in Washington 
before the 
Times-Herald 
is as illogical as 
to prefer a face 
card to an ace. 


Editor and Publisher 
TIMES-HERALD 249,576* 
The STAR. . . 211,046 


The POST 166,696 
The NEWS 104,461* 


as of March 31, 1946 
*5 DAY AVERAGE 
MONDAY THRU FRIDAY 


Times GaHieralt 


WASHINGTON, D. C. 
National Representative 


GEO. A. McDEVITT CO. 


increase in the production of goods 
and services.” 


Starts Airline Drive 

Scandinavian Airline System, 
through John A. Cairns & Co., New 
York, has launched a campaign in 
28 metropolitan and Scandinavian- 
language newspapers in U. S. 
cities stressing the comforts of 
transatlantic air travel. The air- 
lines first flight from New York to 
Copenhagen-Oslo-Stockholm will 
be made Sept. 26. 


O'Reilly Joins Bessemer 


Bernard J. O’Reilly, formerly 
works manager and sales man- 
ager of Fairmount Tool & Forging 
Company, has been named gen- 
eral manager and part owner of 
Bessemer Forging & Tool Com- 
pany, Cleveland. 


Rejoins Monsanto 

John L. Gillis, vice-president of 
Johnson & Johnson International, 
New Brunswick, N. J., has re- 
joined Monsanto Chemical Com- 


pany, St. Louis, effective Oct. 1. 
Before joining Johnson & Johnson, 
he was general export manager 
and assistant director of the Mon- 
santo foreign department. 


WPAT Head Returns 

James V. Cosman, president of 
Station WPAT, Paterson, N. J., 
has returned to the station follow- 
ing release from active Navy duty 
as a lieutenant commander. Mr. 
Cosman, who founded WPAT in 
1941, was in naval service four 
years. 


wo 
w 


Cover Catholic 
Schools, Churches, 
and Institutions 
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G-E|:... 
president, told the Sales Exec- |: 


Mr. Wilson pointed |.° 
out that “in July, 1945, the total |: 
United States labor force num-|' 
bered 67% million persons, and |’ 
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REG. U.S.PAT, OFF. 


grades will meet almost any printing need. 


. FINE Coated Piper NEEDS NO OTHER NAME 


Coated Paper has always provided the best printing surface available 
for realistic reproduction of fine half-tones. By “streamlining” its 
manufacture, Consolidated achieved a superior coated paper and also 
reduced costs. This finer product ... sold at uncoated paper prices... 
remains fine coated paper and needs no other name. 


Manufactured in weights down to 45 pounds, one of the Consolidated 4 


Ondolidaled COKiED Tape 


PRODUCTION GLOSS...MODERN GLOSS 


Distributed by 


AKRON, Ohio 
The Alling & Cory Co. 
The Central Ohio Paper Co. 
The Union Paper & Twine Co. 
ALBANY, New York 
W.H. Smith Paper Corporation 
ATLANTA, Georgia 
The Whitaker Paper Co. 
BALTIMORE, Maryland 
The Mudge Paper Co. 
The Whitaker Paper Co. 
BUFFALO, New York 
The Alling & Cory Co. 
Franklin-Cowan Paper Co, 
CHARLOTTE, North Carolina 
Caskie Paper Co., Inc. 
CHICAGO, Illinois 
Bermingham & Prosser Co. 
J. W. Butler Paper Co. 
Bradner Smith & Co, 
The Whitaker Paper Co. 
CINCINNATI, Ohio 
The Diem & Wing Paper Co. 
The Whitaker Paper Co, 
CLEVELAND, Ohio 
The Alling & Cory Co. 
The Central Ohio Paper Co. 
The Union Paper & Twine Co. 
COLUMBUS, Ohio 
The Central Ohio Paper Co. 
DALLAS, Texas 
Southwestern Paper Co. 
DAYTON, Ohio 
The Central Ohio Paper Co. 
DENVER, Colorado 
Butler Paper Co. 
DES MOINES, lowa 
Pratt Paper Co. 
Western Newspaper Union 
DETROIT, Michigan 
Butler Paper Co. 
Union Paper & Twine Co. 
FARGO, North Dakota 
Western Newspaper Union 
FORT WAYNE, Indiana 
Butler Paper Co., Inc. 


MAIN OFFICES 


WISCONSIN RAPIDS, WISCONSIN 


FORT WORTH, Texas 
Southwestern Paper Co. 
GRAND RAPIDS, Michigan 
Central Michigan Paper Co. 
HOUSTON, Texas 
Southwestern Paper Co. 
INDIANAPOLIS, Indiana 
Century Paper Co. 
KALAMAZOO, Michigan 
Bermingham & Prosser Co. 
KANSAS CITY, Missouri 
Bermingham & Prosser Co. 
Butler Paper Co. 
LINCOLN, Nebraska 
Western Newspaper Union 
LITTLE ROCK, Arkansas 
Western Newspaper Union 
LONG BEACH, California 
Sierra Paper Co. 
LOS ANGELES, California 
Carpenter Paper Co. 
Sierra Paper Co. 
LYNCHBURG, Virginia 
Caskie Paper Co., Inc. 


MEMPHIS, Tennessee 
Graham Paper Co. 


MILWAUKEE, Wisconsin 
Oshkosh Paper Co. 
Standard Paper Co. 
MINNEAPOLIS, Minnesota 
Butler Paper Co. 
Newhouse Paper Co. 
The Paper Supply Co., Inc. 
NEW ORLEANS, Louisiana 
Graham Paper Co. 
NEW YORK, New York 
Henry Lindenmeyr & Sons 
Majestic Paper Corp. 
Marquardt & Co., Inc. 
The Whitaker Paper Co. 
OAKLAND, California 
d Pacific Coast Paper Co. 
OKLAHOMA CITY, Oklahoma 
Graham Paper Co. 
Western Newspaper Union 


OMAHA, Nebraska 
Western Paper Co. 


CONSOLIDATED WATER POWER & PAPER. COMPANY 


Five Modern Mills 


OSHKOSH, Wisconsin 
Oshkosh Paper Co, 
PHILADELPHIA, Pennsylvania 
Quaker City Paper Co. 
Wilcox-Walter-Furlong Co. 
PHOENIX, Arizona 
Graham Paper Co. 
PITTSBURGH, Pennsylvania 
The Alling & Cory Co. 
The Whitaker Paper Co. 
PORTLAND, Oregon 
Blake, Moffitt & Towne 
ROCHESTER, New York 
The Alling & Cory Co. 
ST. LOUIS, Missouri 
Butler Paper Co. 
Graham Paper Co. 
ST. PAUL, Minnesota 
Anchor Paper Co. 
Newhouse Paper Co. 
SACRAMENTO, California 
Pacific Coast Paper Co. 
SALT LAKE CITY, Utah 
Western Newspaper Union 
SAN DIEGO, California 
Sierra Paper Co. 
SAN FRANCISCO, California 
Carpenter Paper Co. 
Pacific Coast Paper Co. 
SEATTLE, Washington 
Carter, Rice & Co., Corp. 
West Coast Paper Co. 
SIOUX CITY, lowa 
Western Newspaper Union 
TERRE HAUTE, Indiana 
Mid-States Paper Co., Inc. 
TOLEDO, Ohio 
The Central Ohio Paper Co. 
Paper Merchants, Incorporated 
TULSA, Oklahoma 
Beene Paper Co. 
WASHINGTON, District of Columbia 


R. P. Andrews Paper Co. 


The Mudge Paper Co. 
WICHITA, Kansas 


Graham Paper Co, 


YORK, Pennsylvania 


es 


SALES OFFICES 


135 SO. LASALLE ST., CHICAGO 3 


The Mudge Paper Co. Aaa 
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DEFINITELY THE 


MORE ADVERTISERS USE MORE SPACE IN FIELD & STREAM 
THAN IN ANY OTHER OUTDOOR MAGAZINE! 


The real leader in any field gets to be the 
leader by demonstrating ability. 
Advertisers consistently make Field & 
Stream Number One on their lists year after 
year because sales traceable to this magazine 
prove that it reaches the key sportsmen. 


These are the men with money to spend, the 


“a 


men who know from experience the best 
products to buy and recommend. 

It is interesting to note that this magazine’s 
lead over the field has been greatly increased 
the first six months of this year over 1945. 
If RESULTS are what you want, you want 
Field & Stream! 


AMERICA’S NUMBER ONE 
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CIRCULATION SOARING 


Field & Stream’s circulation — 
the cream of the crop—has 
grown soundly, steadily, over 
the years in pace with the 


greatly increased interest in 


outdoor sports. Held back by 


paper restrictions during the 


war, circulation has again 


started a rapid climb. 


‘40 4) “hl 42 “42 “4343804 44 45 4546 
In practically every important advertising classification, 


Field & Stream leads the field! For example, Field & Stream carries more 


sporting goods advertising than any other outdoor magazine. 


SPORTSMAN’S MAGAZINE 
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Offers Lecture Service 


Better Homes & Gardens’ lec- 
ture service bureau, which offers 
slides and lecture material to 
clubs, discontinued during the 
war, is expected to be in opera- 
tion again in October. The bureau 
will be promoted by Better Homes 
& Gardens through space in the 
magazine, direct mail and adver- 
tising to all clubs in America. 


Huskies to Launch Copy 


Hussco Shoe Company, Hones- 
dale, Pa., maker of Huskies moc- 
casins, will launch a _ national 
magazine and business paper cam- 
paign featuring movie _ stars. 
Schedule calls for two-color and 
black-and-white insertions on a 
yearly basis. Mortimer Lowell 
Company handles the account. 


makes ye 
view 


OPTICAL ILLUSION = 


wish to draw appear on the oath. pinning ro 


rich detail. Low-cost invention makes draw- 
ing simple tracing. Useful for portraits, pro- 
files, scenery, copying, enlarging, reducing. 
Free details. Dept. 313, BEELER ENTER- 


PRISES, NO. HOLLYWOOD, CALIF. 


New Departure Ads 
Mirror 40 Years 
of Auto History 


NEw YorK—The 50th anniver- 
sary of the automobile industry is 
mirrored in its satellites, New De- 
parture division of General Motors 
Corporation has discovered. 

For instance, in 1908, left-hand 
steering gears made news at the 
auto show, and a new magazine, 
The Horseless Age, made its ap- 
pearance. The company which 
was to become New Departure 
Mfg. Company had discovered its 
“two-in-one” ball bearing, and 
was advertising it in automotive 
papers. In 1909, automobiles got 
electric headlights and oil gauges 
on instrument panels, and New 
Departure put a bearing-mounted 
axle carrying two 1,000-lb. fly- 
wheels into the Auto Show as its 
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Marmon Steps Ahead 
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Ball Bearings 


HISTORY—of New Departure's relations with the automobile industry is mirrored in these three advertisements. 
left is World War | copy, in the center is the copy publicizing the Marmon at the peak of the ‘20s boom, and at the right 
Missing is the "nothing rolls like a ball" series, which appeared in 1928 and was revived 


during World War Il. 
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Cor Buliders Learn a Lesson from. Dapeession - 


NEW DEPARTURE BALL BEARINGS | 


On the 


display. 
In 1918, in the midst of the 
first World War, New Departure 


YOUR PREMIUM 


This is the age of the button craze! Cash in 
on it while you can by using Green Duck 
lithographed metal buttons to introduce your 
product or give it increased sales impetus. 


Four Out of Five 


Successfully With Button Premiums 


Green Duck, largest in the business, with 
more than 40 years of “Knowe How” can 
take over your premium button manufac- 
turing problem in stride... and you can 
depend on the quality and price being right. 
Send us your design for quotation. 


USE BUTTONS IN DESIGNING 


Products in the 
Popular Price Class Can Be Sold More 


CAMPAIGN! 


was purchased by General Motors, 
and its copy of the war years 
was echoed in the advertisements 
of World War II. Themes of 
strength, stamina and perform- 
ance took the center of the stage. 

In 1928, riding the crest of the 
boom, New Departure used pic- 
tures of new automobiles to il- 
lustrate its copy. In the same year, 
it experimented with its cartoon 
series, emphasizing that “Nothing 
rolls like a ball.” This series was 
revived during World War II, and 
spread from automotive journals 
to general magazines (AA, Ad- 
libbing, May 27). 

Came the depression, and silence 
to the assembly lines of automo- 
bile makers. Many automobiles 
faded—the Marmon and the Essex, 
for instance. New Departure 
switched its copy to maintenance. 
In 1933, New Departure reminded 
manufacturers of the wisdom of 
building automobiles for long per- 
formance, not for price, and in 


that year 32 makes of passenger 
cars and 62 makes of commercial 
vehicles used the company’s roller 
bearings as standard equipment. 

New Departure’s advertising 
manager, Carleton B. Beckwith, 
has seen nearly all of its changes 
in advertising patterns, since he 
joined the company in 1911, and 
has been advertising manager 
since 1930. He was responsible 
for the creation and renaissance 
of the “nothing rolls like a ball” 
series. 

J. M. Hickerson, 
agency. 


Inc., is the 


Two Name Mace Agency 


Streator Drain Tile Company, 
Streator, Ill, and Farwell Silk 
Screen Studio, Quincy, Ill., lawn 
markers, have appointed Mace Ad- 
vertising Agency, Peoria, to han- 
dle their advertising. Business 
papers and farm publications will 
be used by Streator, and Farwell 
will use national magazines. 


For durable sales quotas— 
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Stokely-Van Camp 
Cites Advertising 
for Record Sales 


INDIANAPOLIS—“One of the rea- 
sons for this company’s consistent 
year-by-year sales expansion has, 
without question, been its equally 
consistent sales-advertising pro- 
gram,” Stokely-Van Camp, Inc., 
said in its report to stockholders 
last week for the fiscal year ended 
last May 31. 

“Advertising for the Van Camp 
brands during four early months 
of this year,” the report pointed 
out, “appeared in 90 leading news- 
papers with a combined circulation 
of over 26,000,000”; in 10 maga- 
zines with “over 25,000,000 read- 
ers”; on outdoor posters in 249 ma- 
jor markets which “reached over 
480,000,000,” and on car cards “in 
every city and buying area with 
a monthly circulation of more 
than 1,557,000,000 riders.” 

The center spread of the pamph- 
let report reproduced in color ad- 
vertisements for Stokely and Van 
Camp products and Honor Brand 
frosted foods. 

Sales for fiscal year reached 
$88,969,000, compared with $67,- 
950,000 the year before, an in- 
crease of about 30%. 


Advances Snyder 

Nelson M. Snyder, production 
manager of Owens-Illinois Glass 
Company, Toledo, has been ap- 
pointed manager of trade adver- 
tising of the sales promotion de- 
partment, succeeding Robert L. 
Lowrie, who has joined the sales 
staff of Belknap & Thompson, 
Chicago. 


Appoints Kuhn Agency 

Pacific International Livestock 
Exposition has appointed Ran- 
dolph T. Kuhn, Portland, to han- 
dle the campaign preceding its 
first postwar show. 


in New Bedford 


things are 


LOOKING UP 


a market showing 
steady progressive 


1. in Employment 
(authority U. S. E. S.) 


2. in Weekly 
Payrolls 


(Board of Commerce) 


3. in Population 
(City of New Bedford Records) 


Indexes for New 
Bedford show continued gains for 
1946 can be expected with the 
biggest sales increases in many 
years. 


All Business 


th Largest Market 
in Massachusetts 
Over 213,000 residents with 
ONE PAPER COVERAGE 


of entire trading territory 


n-Cimes 


Daily and 
Sunday 


‘oll t Ruthman 


Manning Bowman Starts 
New Fall Campaign 


Manning Bowman & Co., Meri- 
den, Conn., through Kenyon & 
Eckhardt, will start the second 
half of ‘its 1946 consumer and 
trade campaign this fall, running 
from September to December, in 
leading women’s magazines and 
business papers. Featuring five 
different appliances, in separate 
ads, the series will continue the 
cartoon treatment by famous 
artists. 


. . a a 
Joins ‘Iowa Business 

Harold C. Hahn, formerly ac- 
count executive with Cole’s, Inc., 
and R. H. Cary, Inc., Des Moines 
agencies, has been appointed di- 
rector of advertising and promo- 
tion of Iowa Business, Cedar 
Rapids. 


Three to Oversee 
New Outdoor Law 


Boston—lIn accordance with the 
state’s new outdoor advertising 
law, Gov. Maurice J. Tobin has 
named a three-man board to 
administer the new statute. 
Subject to confirmation by the 
governor’s council, the members 
will be William J. Wallace, chair- 
man, Fred J. Watts and Smith J. 
Adams. 

The state’s new Outdoor Adver- 
tising Authority (AA, Aug. 12) 
will have power to license and 
regulate outdoor operators. Mr. 
Wallace, who will serve a one- 
year term, is a Boston lawyer who 
formerly was first assistant cor- 
poration counsel for the city of 


Boston. Mr. Watts is a Lawrence 
business man, and Mr. Adams is 
a former chairman of the Lowell 
Planning Board and is now a 
member of the Lowell Postwar 
Planning Commission. 


Buys ‘Fur Trade Review’ 


Vincent Edwards, Inc., New 
York, has purchased Fur Trade 
Review, fashion magazine of the 
fur industry. Wm. J. Bratt will 
continue as editor of the publica- 
tion. 


Appoints Lewin Agency 

Columbia Protektosite Company, 
Carlstadt, N. J., manufacturer of 
sun glasses, combs and other plas- 
tic products, has appointed A. W. 
Lewin Company, New York, to 
handle its advertising. 


37 
Lohr Joins Washburn 


R. F. Lohr, recently released 
from the Navy, has joined the 
New York sales office of Washburn 
Company. 


For be eee Campaign 
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@ Package Inserts are small in size, but, oh- 
so-big in accomplishment. The stories they can 
tell and the jobs they can do are myriad. They 
travel in the product package “for free’—no 
distribution cost. They get there, positively, with 
the product. They land right in the hands of ac- 
tual, active users of your product... 


potential for repeat and additional business. 


your best 


INSE 


be of inestimable help to you. 


PACKAGE 


RTS 


The one-billionth Package Insert designed 
and produced by Forbes might well have been 
one of those shown above. We passed that 
total some time ago. That represents a wealth 
of experience, ability and capacity which can 


Just write, wire, phone or teletype. We'll put 


this experience to work for you pronto. 
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0 Mistress Mine, with Lunt & Fontanne, is photo-reviewed for LIFE by Eileen ically readers can discuss play intelligently with those who actually see it. 
Darby. Unlike usual review of play, LIFE shows just what happens—so graph- Such reporting is one reason LIFE has more readers than any other magazine. 


The audence thars 


Shortly after a hit play opens on Broadway, a strange per- 


formance takes place. 


It is a performance where the entire audience and also the 
director is one small, 27-year-old woman. 


Sitting, standing, kneeling, hovering in the wings, crouch- 
ing in the orchestra pit, this one-woman audience for the 
Oliviers, the Lunts, the Mermans, and the other theater 
greats of our time applauds with the click of a Rolleiflex 
shutter. 


For she is Eileen Darby, specialist in theater photography 
for LIFE magazine. 


Working with the patience of a big-game hunter and the 
speed of a hummingbird, she cajoles, stimulates, and charms 


her subjects into photo-acting that theater people say com- 
pletely captures the spirit of the show. 


And through her camera studies, LIFE’s 221% million read- 


Eileen Darby, who has photographed many of LIFE’s theater stories, took first trip 
abroad this spring to photograph Old Vic in London. Here she poses by one of 


bronze sphinxes flanking famed Cleopatra’s Needle on Victoria Embankment. 
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Laurence Olivier, of the Old Vic company, plays King Oedipus in Sophocles’ tragedy 
of man against fate. To give LIFE’s 2214 million readers this preview of Old 
Vic’s first Broadway season, Miss Darby went to London a month in advance. 


Ethel Merman wails “You Can’t Get a Man With a Gun” in Annie Get Your Gun. 
To cover opening of this hit, Miss Darby left London by plane at 5:30 a.m., 
stopped briefly in New York, dashed to Boston same night, all with sprained ankle. 


only one woman big 


ers see the big scenes from the latest Broadway hits as clearly 
as if they were sitting beside her, get a front row seat to the 
most exciting, most important shows of the season. 

The skill and the dramatic sense of LIFE photographers 


like Eileen Darby is one reason why LIFE attracts the avid 
interest of the largest weekly magazine audience in history. 


coh ee ¥e, _ ‘ ; se é, 4 


tudies lines at Dennis, Mass., while two young admirers study 


Gregory Peck ; 
Peck. This shot—from story Miss Darby did on summer theater— illustrates how 
LIFE covers not only show itself, but interesting background material as well. 
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‘Television Week’ 
Planned Oct. 7-12 


New YorkK—The Television 
Broadcasters Association, believ- 
ing it’s time the public knows 
that “television is a reality,” has 
proclaimed Oct. 7-12 the first Na- 
tional Television Week. 

Highlights of the week will be 
TBA’s second Television Confer- 


"he s FY, 


Mean. 


> Ss. HE 
CONTINENTAL DECALCOMANIA CO. 
572 Division Ave., $. Grand Rapids, Mich. 


ence and Exhibition at the Wal- 
dorf-Astoria Hotel here, Oct. 10- 
11. Video transmitter and receiver 
manufacturers will display their 
latest equipment at the exhibition, 
which already is “a sell-out,’ ac- 
cording to TBA officials. 

TBA “awards of merit” for out- 
standing contributions in scien- 
tific and commercial development 
of television will be conferred at 
a banquet the night of Oct. 10. 
Among prominent executives who 
have accepted invitations to at- 
tend, TBA announced, are Philip 
Reid, board chairman of General 
Electric; C. G. Stoll, president of 
Western Electric; Niles Trammell, 
president of NBC; Mark Woods, 
president of ABC; Edgar Kobak, 
president of Mutual; Barney Bala- 
ban, president of Paramount Pic- 
tures, and Ned Depinet, executive 
vice-president of Radio-Keith-Or- 
pheum Corporation. 

Television set manufacturers are 
receiving, for distribution to deal- 
ers, large blue and gold posters 
advertising National Television 
Week. Each poster carries the 


TBA insignia with a ribbon read- 


ing: “Television—It’s Here!” 
Ends Ad Department 


With the retirement on Sept. 1 
of Walter S. Bear, who has been 
advertising agent for the North- 
west district of the Union Pacific 
Railroad since 1927, the North- 
west advertising office in Portland 
is being abolished and its opera- 
tions moved to headquarters in 
Omaha. Sam Henry has taken the 
advertising desk and will handle 
advertising details for the Port- 
land office, 


Royal Elects Miller 


Maxwell V. Miller, vice-presi- 
dent in charge of sales of Royal 
Typewriter Company, New York, 
has been elected president. Arthur 
E. Davis has been named vice- 
president in addition to his post 
as treasurer. 


Fraser Joins Agency 

James M. Fraser has joined the 
Toronto office of the Canadian Ad- 
vertising Agency as account ex- 
ecutive. 
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Morning and Sunday 


NORFOLK LEDGER-DISPATCH 


Evening Except Sunday 


Represented by The John Budd Co. 
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Stock Market 
Dip May Slow 
Luxury Buying 


New York — Sales and promo- 
tion of luxury and other products 
this fall may be retarded by the 
fact that the 15 to 20 million own- 
ers of nearly 2 billion shares listed 
on the New York Stock Exchange 
found themselves. collectively 
about $10 billion poorer on Sept. 1 
than on June 1. ‘And in the first 
10 days of September the com- 
bined value of the 1,309 issues 
listed on the “Big Board” prob- 
ably declined several billion dol- 
lars more. 

Stock Exchange officials were 
unable to estimate for AA the ex- 
tent of the present September de- 
cline. Their formula for interim 
guesses on such trends, based on 
averages of more than 600 stocks, 
was dropped several years ago. 
But they admitted that the losses 
in dollars were “substantial.’’ The 
effect on the nation’s “buy any- 
thing we can get” psychology may 
be even greater. 

Actually, AA was told, the mar- 
ket value of all shares traded on 
the exchange on Sept. 1 was 
slightly higher than it was last 
Jan. 1—$74,350,238,520 as com- 
pared with $73,765,250,751. The 
peak came in June, when the com- 
bined volume of the shares prob- 
ably passed $85 billion. Specific- 
ally, on June 1, it was slightly 
more than $84 billion. 

By Aug. 1, however, the total 
share value was only a bit more 
than $79 billion, and by Sept. 1 it 


dropped to the $74 billion level. 
Today, it is probably near $70 bil- 
lion, or a decline in 100 days of 
about 17%. 


Elects Paeschke 


August K. Paeschke, grandson of 
one of the founders of Geuder, 
Paeschke & Fry Company, Mil- 
waukee, manufacturer of sheet 
metal products, has been elected 
president, succeeding Henry F. 
Millmann, who has been named 
chairman of the board. Curt E. 
Hoerig, assistant works manager, 
and Lloyd R. Mueller, division 
sales manager, have been made 
vice-presidents. 


Birge Joins Columbia 

John Birge has resigned from 
J. M. Mathes, Inc., New York, as 
executive on the Canada Dry gin- 
ger ale account, to become director 
of advertising of Columbia Re- 
cording Corporation, Bridgeport, 
Conn. James R. Flora, formerly 
Columbia’s advertising chief, has 
been named to a newly created 
position of manager of sales pro- 
motion. 


Flexees on WOXR 


Fourteenth sponsor in the fash- 
ion field to buy time on Station 
WQXR, New York, during the past 
six months, Artistic Foundations, 
Inc., maker of Flexees, has signed 
a 52-week contract for three 15- 
minute musical programs weekly. 
This marks the first use of radio 
for Flexees. Hirshon-Garfield, New 
York, is the agency. 


To Air Football Series 


Falcon Camera Company, Chi- 
cago, maker of Falcon cameras, 
has signed to sponsor broadcasts 
of the 1946 midwestern collegiate 
football schedule, beginning Oct. 
5, over Station WJJD, Chicago. 


FOR ACTION 
FROM PRESIDENTS 
TRY DUN’S REVIEW 
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YOUR PRODUCT, when it is advertised in 
Good Housekeeping, has two reputations 
to recommend it—yours and ours. 

And ours is a valuable plus for yours. 
For the confidence women have in the in- 
tegrity of Good Housekeeping extends to 


ADS ARE MORE IN 
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the advertisements in it. Thus each adver- 
tisement has greater conviction here than 
it could have anywhere else. 

And there is no need to tell you that the 
power of conviction is a major force in 
making sales. 


Women know... 
cant RA REFUND oO 
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Guaranteed by 
Good Housekeeping 
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we give this seal to no one — 
the product that has it, earns it. 
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because the October TRUE, for example, contains 


1 som , Se a ial i 
ii’ such great stories as these --written by men for men-- 
! DUGAL O’LIAM graphically low-—downs San Francisco's RAY P. HOLLAND isn't sure a cast plug or fly always 
Chinatown in “To-Yen Tames the Tongs.”’ means a caught fish — — it could catch anything! 


“What D’ya Catch’’? 
PAUL GALLICO climbs into the fabulous Coney Island 


ee ee Set eee Sn Tees ee MAJOR DONALD E. KEYHOE describes a few wildeyed 
the Days’’? hilarious rides ina free balloon. “Look Out Below’’! 


ALAN HYND tells another chilling mystery — — with 
every word true because it's in TRUE. “The Case of the PLUS the adventure, sports, humor and special men's 
Mental Solution.” departments which make over 180 pages of swell 


reading in the October TRUE. 


LUCIAN CARY, TRUE'S gun expert, compares Grandpa's 
homemade b'ar gun with today's fancy-pants shootin' SELLING almost a million copies each issue, the 
irons in “They Still Shoot Muzzle-Loaders.”’ readers of TRUE are THE market for YOU. 


FAWCETT PUBLICATIONS, INC., 295 MADISON AVE., NEW YORK 17, N. Y., WORLD'S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1linois 


Don Juan Names Grant 

As of Nov. 1, the advertising of 
Don Juan (Canada) Ltd., Toronto, 
will be directed by Grant Adver- 
tising of Canada, Toronto. Don 
Juan lipstick, nail enamel and 
|cake makeup will be featured in 
|national magazines and weekend 
| newspapers, 


In his perpetual battle against 
disease, the doctor's word is 
law. He influences the buying 
habits of virtually every Amer- 
ican family in the purchase of 
drugs, foods, clothing, etc. Ob- 


Reaches Every Doctor 


ucts with which he *S Ss 
is most familiar. This familariity 
comes to him through MODERN 
MEDICINE. 


fi ..» Every Month 


Appliance Maker 
Starts Freshener 
in Magazines 


Los ANGELES—Post-War Home 
Appliances, which lists its home 
plant in Lynbrook, L. I. has 
started a magazine campaign for 
Zephyr air freshener in magazines 
and business papers. The series, 
placed through Brisacher, Van 
Norden & Stafi, Los Angeles, 
started with a full page in the 
Sept. 7 Saturday Evening Pcs. 
and will appear in half and quar- 
ter-pages in Amevican Home, Bet- 
ter Homes & Gardens, House 
Beautiful, House & Garden, Ladies’ 
Home Journal and McCall’s, as 
well as business papers in the de- 
partment store, drug, hardware 
and gift store fields. 

Initial copy shows the fresnener, 
a wick filled with patented fluid, 
encased 
bowl topped by a removable top 
in the shape of a Trojan horse’s 


head. Headline says “Never be- 


in a translucent white} 
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fore an air freshener so beautiful 
—so practical!” 

The Zephyr is refillable, and the 
fluid bears the Good Housekeep- 
ing seal. The agency is currently 
conducting a direct mail cam- 
paign, nationwide, to jobbers and 
dealers who may handle the com- 
pany’s products. The company re- 
cently opened sales offices in At- 
lanta, Los Angeles and New York. 


Welles & Bivins Formed 


Mary Welles and Sara Bivins, 
former Milwaukee newspaper 
women, have opened a public re- 
lations agency at 617 N. 2nd St., 
Milwaukee. The new agency, 
Welles & Bivins, will specialize in 
publicity, radio scripts, house or- 
gans, pamphlets and promotional 
campaigns, 


To Fulton, Morrissey 


Watson & Boaler, Chicaro in- 
terior decorator and furniture re- 
tailer, has named Fulton, Morris- 
sey Company, Chicago, to handle 
its advertising. Local newspapers 


/and direct mail will be used. 


WHAT MAKES A POSTER CLICK? 


_.. HAT man or woman who can answer that question 
/ correctly, from the standpoint of public liking and 
public response, has stumbled on to a hot idea that 
should swiftly lift him to the super-income bracket 
‘| Research and tests have done a lot to make people 
think they have the secret, yet we may be forgiven if 


we sometimes wonder. It’s an extraordinarily vital question, and there is 
an answer. 4 We have been bothered by it for years—as we have concen- 
trated upon the faithful production of thousands of poster designs. Let us 
toss these thoughts into the pot. 4 An ideal poster must be a quickie. It must 
have a challenge — be more than a picture — be as new and invigorating 
‘ as tomorrow’s sunshine —as sharp and zestful as mountain air and as 
friendly as a pat on the shoulder. And it should have an idea that’s so 
reasonable that it rings true—and suggests action by implication rather 
than by words. 4 We firmly believe that the basic idea, design, color and 
beauty have a tremendous part in the success of any poster — and correct 
timing will make it sure to be remembered. § McCandlish faithful repro- 
duction has only one end —to furnish you in your poster with everything 
that’s in the finished painting. 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 


ROBERTS AVENUE & STOKLEY STREET - PHILADELPHIA 


Researcher Turns 
Sponsor, Buys 
Own Test Spots 


NEw YorK—Alfred Politz, head. 
of the research organization bear- 
ing his name, bought spot time on 
a St. Louis radio station during 
August to air a “commercial” 
urging listeners to get up 15 min- 
utes earlier each morning. 

The idea, he told the first fall 
luncheon gathering of the Ameri- 
can Marketing Association’s New 
York chapter recently, was simply 
to test further—and under more 
“ideal” conditions — the tech- 
nique his organization employed 
in a spot radio survey in St. Louis 
earlier this year for Edward Petry 
& Co., station representative (AA, 
July 1). 

“IT decided to sponsor my own 
survey this summer,” Mr. Politz 
explained. “So I became the ad- 
vertiser myself. I bought time on 
KXOK and sold the people of St. 
Louis on getting up a quarter- 
hour earlier. I knew that was one 
commercial they’d never heard be- 
fore. And I didn’t have to offer 
anything for sale and thus turn 
manufacturer.” 

A “pre-test” survey was made 
before the rise-earlier spots went 
on the air and a post-test survey 
to determine the effectiveness of 


| 


the spots is now under way, he 
| reported. 

| Unusual gimmick of the Politz 
'technique is to determine the 
“confusion factor” in listeners’ 
identification of commercials, then 
subtract this from the “inflated” 
post-test score to obtain a “proper 


deflated score” on the percentage 


| eae 
|of recognition. 


| IPI Printing Essay 
‘Contest Opened 


| “Printing’s Place in the Postwar 
| World” will be the subject of the 
annual IPI essay contest sponsored 
by International Printing Ink in 
cooperation with the National 
Graphic Arts Education Associa- 
tion, Washington. The contest is 
open to students who are not over 
21 years old and who are reg- 
istered in any accredited high 
school. Students below the ninth 
grade are not eligible. 

Each school entered in the con- 
test is asked to pick the two best 
essays from its school and send 
them in by midnight Dec. 20 to 
Fred Hartman, educational direc- 
tor, National Graphic Arts Educa- 
tion Association, 412 National 
Savings and Trust building, 719 
Fifteenth St. N. W., Washington. 


Appoints Ray 


| 


George W. Ray, formerly sales 
manager of Clark-Cleveland, Bing- 
hamton, N. Y., manufacturer of 
Fasteeth denture powder, has been 
appointed director of chain drug 
store sales of Pro-phy-lac-tic 
Brush Company, Northampton, 
Mass. 


i 
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CANNOT BE SOL 
FROM THE OUTSIDE 


Concentrated Circulation! 


92% of the Times 14,270 ABC 
circulation is home-carrier-deliv- 
ered with a 73% Bayonne family 
subscription. Get your story into 
a majority of the homes six 
evenings every week, 


THE BAYONNE TIMES 


NEW JERSEY 


_BOGNER & MARTIN 
Sales Representatives 


NEW YORK CHICAGO 
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NATIONAL—This is the type of copy 

employed by Moore Pen Co., as it 

starts its drive to become a national 
instead of regional marketer. 


Moore Pen, After 
46 Years, Starts 
National Drive 


Boston—For 46 years the Moore 
Pen Company has made pens, and 
claims that the first non-leaking 
fountain pen was made by the 
company, but up until six months 
ago it marketed pens only in the 
New England area. 

Then the company devised a 
new pen, called the Fingertip pen, 
and decided to sell it nationally. 
The pen looks like the conven- 
tional fountain pen, but has a pat- 
ented, flush-mounted point with 
an enclosed feed chamber, which 
provides all the advantages of the 
enclosed feed principle and admits 
the adaptation of any style of 
point. 

The pen sells for $8.75, and the 
company is marketing a pen-and- 
pencil set for $12.50. The com- 
pany devised a plastic container, 
which makes vision from four 
sides possible, and is retailing the 
pen nationally through stationery, 
jewelry and department stores. 

Production is lagging behind 
sales, although the company says 
it has increased production with 
each successive month. Currently, 
the “company is advertising in 


PRINTING 


—WHITEHALL— 


2300 


N IMPOSING group of successful 
advertising executives find this 

a lucky number. It enables you to use 
a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof... Specially 
trained men are always on their toes 
to serve you so well that you will come 
back again. We can lighten your bur- 
dens—and at the same time produce 
better and more profitable printing 
for you—at a saving of time, trouble 
and money. Phone Whitehall 2300. 


FAITHORN 


CORPORATION 


AD-SETTING + ENGRAVING + PRINTING 
400 N. RUSH ST., CHICAGO, WHitehall 2300 


four-color half and full pages in 
Esquire, Ladies’ Home Journal and 
The Saturday Evening Post, with 
copy reminiscent of the old Plym- 
outh technique: “Compare all four 
..,. and you'll give a Moore.” 

Schedules for 1947 are not yet 
set, but indications are that the 
company’s advertising appropria- 
tion will be expanded. Bennet, 
Walther & Menadier, Boston, is 
the agency. 


WSB Orders Hogan 
Facsimile Equipment 


WSB, the Atlanta Journal sta- 
tion, has joined the Broadcasters’ 
Faximile Analysis, a group spon- 
soring development of the Hogan 
Faximile broadcasting system 
(AA, Aug. 5), and has placed an 
order with General Electric for 
facsimile equipment now being 
manufactured. 

Addition of WSB brings the 
number of participants in BFA to 
24, 15 of which are newspaper- 
affiliated radio stations. 


Issues Packaging Book 

The new 1946-47 “Modern Pack- 
aging Encyclopedia,” formerly 
called “Packaging Catalog,” pub- 
lished by Modern Packaging, New 
York, has 1,036 pages and covers 
various phases of packaging ac- 
tivity, including design, legal con- 
siderations, materials, package 
parts, packages, packaging ma- 
chinery and packaging techniques. 
The encyclopedia sells for $5 per 
copy in the United States and $6 
per copy out of the country. 


Marces to Schacter 
Gertrude N. Marces, formerly in 
charge of media at Small & Seifer, 
New York agency, has joined 
Schacter, Fain & Lent, New York, 
as account executive, heading a 
travel division which she initiated. 


Stellman Joins Kester 

George Stellman, formerly radio 
director of Dancer-Fitzgerald- 
Sample, Chicago, has joined Wil- 
liam Kester & Co., Hollywood, in 
an executive capacity. 


‘Forum’ Ups Rates 


Effective with the April, 1947, 
issue, Architectural Forum, 
monthly magazine of building, will 
base rates on a new circulation 
guarantee of 60,000, a rise from 
its former 46,000 figure. Black- 
and-white page rates go from $600 
to $900 on a 12-time basis, and 
color from $100 to $125 additional 
for each color per page. The sub- 
scription price will be increased 
from $4 to $5.50. 


Kiper Joins Irwin 

James C. Kiper, formerly di- 
rector of the community relations 
section of Monsanto Chemical 
Company, St. Louis, has joined 
James W. Irwin & Associates, New 
York, as a group executive. 


Aberle Names Hackett 


Aberle, Inc., Philadelphia man- 
ufacturer of women’s hosiery, has 
appointed M. H. Hackett Com- 
pany, New York, to handle its 
advertising, effective Oct. 1. 


next week...watch for it... 
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Last Washington Township farm to get current is rented by 
Mr. and Mrs. Frank Watkins. The nightly reading and sewing 


arenow''somucheasier” fortheset 


Bot ol. as 

Mrs. Miller uses a light bulb to 
keep water fromfreezing.Monthly 
cost,day andnight, about 60 cents. 


wo hard-working farmers, 


— at i. 


lroning for a family of seven is lightened by this equipment. 
Mrs. Weiss estimates the cost of operation at between 20 and 
30 cents a month. And notice the automatic clothes washer, too! 


The first electric tank heater in Washington Township 
was purchased by Henry Barfels. It has been operated 
during nine winter weeks for a cost of only $1.69. 


ve 


Mrs. Weiss’ favorite and most used piece of kitchen equipment 
is her electric range. A series of tests on the range showed its 
operating cost at $1.19 a month—pretty inexpensive cooking! 


\ ay 


Laying day is automatically lengthened for 
Harold Miller's flock. The electric-control. 
clock he’s setting here wakes the chickens, 


| 


In Washington township, Grundy County, lowa, 


every farm is electrified . . 
128 kw hrs., current cost 


... Electricity in the farm-factory heats tanks, 


runs grinders, elevators, | 
raisers, ups brooder prod 


chick), lengthens the laying day . . . Gives pressure 
water systems for livestock (at $1.50 per month), 
and prevents pipe freezing . . . In the dairy, 


runs milker (5c per cow 


cooling tanks . . . In the home, powers the deep 


freezer, sewing machine, 


washer, clectric ranges, | 
“They’re All for Cur 
Farminc for August pict 


motors and machines saving man-hours . . . is 
another instance of the continuous SF campaign 


for farm electrification. 
The article also serve 


market for electrical merchandise in the U. S. 
today . . . the nation’s top farms with top needs 
and means, a big backlog of buying cash... 
best covered by SuccessFuL FarMInG . . . tightly 


a 
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. Average monthly use 
$5.86, top bill under $19 


racksaws .. . For poultry 


uction (at /c per 


monthly), separator, 


electric ironer, automatic 
ights, radios .. 

rent,”’ in SUCCESSFUL 

ured appliances in action, 


s to spotlight the largest 


concentrated in the 13 Heart states plus New York 


and Pennsylvania. ..reaching more than 1,100,000 
of the nation’s best farmers... best buy today or 
any day for the electrical merchandise advertiser! 


Ronald Weiss finds 15-cubic-foot freezer 
to his liking — especially the contents! 
Work table swings down for extra space. 


SUCCESSFUL 


< 


see ~ 


Grinding and elevating are electric on 
Henry Barfels’ farm. Fan-less windmill 
in back is mute proof of passing era. 


te 
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Water for the cooling tank and everything else at 
the Cresswells’ farm is pumped electrically. Cost of 
operating all the equipment is around $8 monthly. 


a" 
>] We, i 7 . 
2 . ' * = 4 
Modern workshops are common on township's electrified 


farms. The Barfels’ timesavers include this efficient power 
hacksaw outfit homemade in his spare time by Son Lester, 


©’ FARMING 
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ACHIEVES ANA 
ACTIVE SPORTSMEN’S A 


A new technique in alert, modern editing ha 


¥ 


With big-name writers, artists and sports at 


excellence has met with overwhelming ac 


SPORTS AFIELD offers the lowest cost cc 


A.B.C. circulation of 
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Quaker Oats 
Offers Free 
Football Book 


Cuicaco —The Quaker Oats 
Company is getting off for a strong 
end run, commercially speaking, 
with its campaign opening this 
month for Quaker Oats and Moth- 
er’s Oats. As a premium, the 
company is offering a 32-page 
football booklet, “Touchdown 
Plays,” for which customers send 
a Quaker Oats or Mother’s Oats 
trademark. 

The offer is being promoted by 
black-and-white copy in 108 met- 
ropolitan newspapers from coast 
to coast and with color comic sec- 
tion ads in about 100 newspapers. 
It will also be supported via the 
Quaker Oats radio show, “Those 
Websters,” over 300 Mutual sta- 
tions (Sundays, 5:30 p.m., CDT). 

In addition, point-of-sale helps 
are being offered dealers, includ- 
ing over-wire poster hangers and 
stock signs complete with handy 


To sell anything MEN buy... | 


* * 


Headline jumpers...men who skim | 
the ads too fast to get the point... are — 
searce as hail in Haiti among Popular | 
Mechanics readers. 


The man who buys Popular Mechan- 
ics reads it to learn ... thumbs it dog- 
eared searching for useful new facts | 
and ideas. Skimming the ads would be 


to him like eating the eggs and only | 


smelling the ham. 


Latest readership surveys based on | 
current circulation show 3% MILLION | 


of these alert, inquisitive men... each 
one habitually a deliberate ad reader . . . 
a big, lively, more responsive market 
forany man-bought product from shave 
cream to life insurance. 


It pays to put Popular Mechanics on 


your schedule and Reacu rae P.M. | 


MINb. 


No, these underwear manufacturers don’t | 
all advertise in Popular Mechanics. We 
think they might do so profitably. 3% 
MILLION men buy a lot of underwear. 


blanks for ordering the booklet. 
Advertising mats are also avail- 
able to dealers. 

Ruthrauff & Ryan, Chicago, is 
the agency. 


WHEFF to Join ABC 


Station WHBF, Rock Island, I11., 
basic outlet of Mutual Broadcast- 
ing System, will join the Ameri- 
can Broadcasting Company as a 
basic outlet Jan. 1, 1947. The sta- 
tion operates full time on 1,270 
ke., 5,000 watts. 


Buys Brill Bothers 


Glean’s Assortments, Inc., New 
York, food distributor concentrat- 
ing on the world-export field, has 
purchased Brill Brothers, Phila- 
delphia coffee and tea house. 


Ads Tell of Purchase 


In two-color full-page ads in 
the Daily Oklahoman and Okla- 
homa City Times, Peter Fox 
Brewing Company, Chicago, has 
announced its purchase of the 
Southwestern Brewing Corpora- 
tion of Oklahoma City. 


Forms Toy Company 
Thomas Laufer and Arthur J. 
Morgan have organized the Troll 
Workshop, with offices at 80 War- 
ren St., New York 7, to design and 
manufacture toys and novelties. 


Alley Joins Martin 

Cherie Alley has joined the 
media department of George 
Homer Martin Associates, New- 
ark, N. d. 
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Lander Launches 
PomadeCampaign 
in Negro Press 


New YorK—Lander Company, 
which makes an extensive line of 
cosmetics sold in  limited-price 
chain stores, last week started a 
campaign for its Dixie Peach po- 
made in the Negro press, coupled 
with aggressive merchandising in 
the drug and variety store fields. 

The company has scheduled 57 
Negro newspapers, and copy will 
appear in Color and Ebony. Ad- 
vertisements in magazines will be 
one-column, and small-space, two- 
column copy will appear in the 


newspapers. The campaign is set 
to run for a year. 

Copy will feature endorsements 
by Negro stars of stage, screen and 
radio. 

Reiss Advertising, New York, 
has the account. 


Abbey Opens Agency 

C. G. Abbey, formerly advertis- 
ing manager of the Daily Times, 
Geneva, N. Y., has opened an ad- 
vertising agency at 396 Hamilton 
St., Geneva. 


Newsmen to Meet 

The Oregon-Washington-Idaho 
annual meeting of the Oregon 
Associated Press Members’ Asso- 
ciation will be held Oct. 11 at the 
Davenport Hotel, Spokane, Wash. 


eee, 


What's Your 


LOW-COST WAY 
To Get 


NEW CUSTOMERS? 


YOU CAN PROBABLY MEASURE THEM IN THOUSANDS, NOT MILLIONS— 
AND CONCENTRATING ON NEWSWEEK’S TOP 700,000 IMPORTANT AMERICAN 
FAMILIES MAY BE YOUR MOST ECONOMICAL WAY TO REACH THEM. 


Obviously you don’t need all the 
140 million people of America as 
customers. You need only a small per- 


centage of them. 


So here’s the question. Which is your 
low-cost way to get the customers you 
need to increase your volume? 

By buying “coverage”? Or by con- 
centrating on the top-notch, high-in- 
come, important Americans who have 
money to buy, who control buying poli- 


cies, and who lead the way for others? 
Newsweek’s more than 700,000 key 
American families give you the great- 


est concentration of the important 


leaders of industry, business, and gov- 
ernment, without the excessive cost of 
multi-million circulation. 

One profitable way to get the rela- 
tively small number of new customers 
your business needs is to concentrate 
in Newsweek and... 
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Ice Cream Maker 
Buys Video Time 

Reid’s Ice Cream, New York, 
through Doherty, Clifford & Shen- 
field, began sponsorship Sept. 15, 
of 60-second weather forecasts 
three times weekly over CBS’s 
Television Station WCBW, New 
York. The contract runs into 1947, 
with renewal options. 

The sponsor is ready for all 
kinds of weather, having some 60 
animated and filmed forecasts pre- 
pared for telecasting. 


Appoints Penson 

Jack C. Penson, formerly ad- 
vertising manager of Westman 
Publications, Toronto, has joined 
the advertising staff of Fraser 
Trade Directories, Montreal. 


Wyatt Becomes Producer 


Jack Wyatt Jr., former adver- 
tising manager and director of 
sales promotion of Teen-Timers, 
Inc., will open his own offices as 
an independent producer and di- 
rector in radio and television. He 
will produce the “Teentimers 
Club” over NBC for Teen-Timers 
and Buchanan & Co. 


Institute Names Gale 


Louise Gale has been appointed 
director of the Record Merchan- 
dising Institute sponsored by the 
National Association of Music 
Merchants. The institute will be 
held at the Hotel Continental, Chi- 
cago, Sept. 29 to Oct. 4. Miss Gale 
will make her headquarters at 360 
N. Michigan Ave., Chicago. 


Iowa Station Says 
‘No’ to CIO-and 


Faces Complaint 


Des Mornss, Ia.—The CIO radio 
programs being aired over a group 
of Iowa radio stations have re- 
sulted in the filing of a complaint 
with the FCC over the refusal of 
one station, WMT, Cedar Rapids, 
to accept the series. 

The Cedar Rapids CIO sent the 
complaint to the FCC, claiming the 
group had bought time on the sta- 
tion under the auspices of the 
CIO Political Action Committee. 
After reading the script the station 
refused the time, citing a rule 


against “controversial programs.” 

Herbert Eveland, secretary of 
the CIO council, claimed the sta- 
tion would permit the broadcast 
under the auspices of the “Bern- 
hart for Congress Club,” which is 
affiliated with the “Democratic 
party. He said other stations were 
carrying such programs and that 
he felt WMT was taking an “un- 
fair attitude.” 

William B. Quarton, WMT man- 
ager, said that the station’s policy 
restricts a political broadcast to 
duly qualified candidates or their 
authorized representatives. The 
PAC could broadcast if it were a 
legally qualified representative of 
a candidate, he said. 

“We are no different than any 


“THE TOP 


700,000” 


ny 
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other business,’ Mr. Quarton said. 
“We can accept or reject copy at 
will, with the exception that if we 
do take political advertisements 
we have to treat both candidates 
the same.” 


Truck Leasing Group 
Issues House Organ 


National Truck Leasing System, 
Chicago, an organization of truck- 
leasing companies operating in 80 
cities, has begun publication of 
“Truck Leasing News,” a house 
organ which is being distributed 
to about 20,000 potential users of 
leased trucks. 

Through National Truck Leas- 
ing System, with headquarters at 
111 W. Jackson Blvd., Chicago, in- 
dependently owned companies in 
the truck leasing business have 
banded together to provide a uni- 
fied service on a nationwide basis. 


To Keeler & Stites 


Cincinnati Flower Growers’ As- 
sociation has appointed Keeler & 
Stites Company, Cincinnati, to 
handle its campaign promoting 
Cincinnati flower growers to flor- 
ists all over the United States. 


THE TOBACCO AUCTION. 
EER’S CHANT might be Greek 
to you—but he’s talking Big Money 
to Golden Belt Tobacco growers. 
Last year they collected $242 
Million Dollars—70% of the N. C. 
Total. This year’s sales are breaking 
all previous records. 


The Raleigh News & Observer 
reaches these CASH Customers 
with an ABC all-time high 90,000 
Plus Circulation. It’s the ONLY 
Morning and Sunday Daily published 
in the 33 County “Golden Belt of 
the South.” 


Raleigh, North Carolina 


Represented by THE BRANHAM COMPANY 
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50 
Fisher Names Erzinger Carlson Leaves Fawcett 
Robert L. Erzinger has been ap- Leonard Carlson has resigned as 
pointed advertising assistant of | sales promotion director of Fawcett 
the packaged products division of | Distributing Corporation, Green- 


Fisher Flouring Mills Company,| wich, Conn., distributor of all 
Seattle. | Fawcett publications. 


Hoot,Vion 


— you save! 


You save when you put your selling dollars 
where you KNOW they will bring results! 


Take the Lawrence market, for instance... 


in 1945 we quoted its buying power as being 
$89,734,000; its retail sales as $50,686,000. 
: Now, in 1946, the Sales Management Survey 


reveals annual sales approximate $52,942,- 
000 and the buying income is $90,480,000. 
Sales and buying power are UP in Lawrence 


. . . that's why your ad-story has a better 


chance for results when it's directed to 
America's Capital of the Woolen and 
Worsted Textile Industry. 


Reach the people who are better able 
to buy your product. Reach them thru 
their daily newspaper—the Eagle-Tribune. 
Read in 95 out of every 100 homes. ABC 
Circulation over 35,000. 


th EAGLE- TRIBUNE 


LAWRENCE, MASSACHUSETTS 


WARD-GRIFFITH CO. -NATIONAL REPRESENTATIVES 


Simmons Starts 


Second Electronic 
Blanket Series 


New York—The Simmons Com- 
pany, which early this year began 
promotion of a new electronic 
blanket, will follow up initial sale 
of the product last month by more 
than 5,000 department and furni- 
ture stores throughout the coun- 
try with a new national magazine 
advertising program, beginning 
with this month’s issues. 

Color spreads will run through- 
out the year in Life and The Sat- 
urday Evening Post, and in addi- 
tion monthly full-color pages have 
been placed in American Home 
and Better Homes & Gardens. Ad- 
vertising for the Simmons blanket 
division is handled by Geyer, Cor- 
nell & Newell. 

A broad-scale dealer advertising 
campaign in local newspapers and 
radio is supporting the national 
drive. Half and full pages of 
newspaper display advertising 
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blanketed the country the day be- 
fore sales began last month, and 
will continue. In Chicago, for ex- 
ample, the Sunday Tribune car- 
ried large electronic blanket dis- 
play advertisements, ranging up 
to a full page, for eight leading 
stores in a single section. J. L. 
Hudson’s in Detroit used a full- 
page rotogravure ad and large dis- 
play space for the blanket in all 
three of the local newspapers on 
the same day. 

Many dealers have also con- 
tracted for radio spot announce- 
ments to augment the newspaper 
linage. 


CBS Adds News Co-op 


CBS made a fifth news period 
on its network available to affili- 
ates for sale on a cooperative basis 
effective Sept. 16. The _ period, 
11:15 to 11:25 pm., EDT, fea- 
tures Joseph C, Harsch’s “The 
Meaning of the News,’ Mondays 
through Fridays, and Eric Seva- 
reid, director of the network’s 
Washington news bureau, Satur- 
days. The addition gives CBS 
seven co-op shows, 


G-E Turns on ‘Heat’ 
for Infra-Red Lamps 


General Electric Company’s 
lamp department, through BBDO, 
will launch a campaign for its 
new red bulb infra-red heat lamp 
in four-color page copy in the 
October Better Homes & Gardens 
and black-and-white in the Oct. 
21 Life, featuring the line, “The 
heat’s on heat lamps.” Business 
paper ads already have appeared. 

The lamps also will be promoted 
on the “G-E House Party” pro- 
gram over the Columbia network 
through Young & Rubicam. 


Sturdevant Promoted 

Robert L. Sturdevant, formerly 
classified advertising manager of 
the Press, Binghamton, N. Y., has 
been appointed local display ad- 
vertising manager. Howard L. 
Meaker has been named to suc- 
ceed Mr. Sturdevant. 


Van Davis Elected V.P. 


Van Davis, in charge of the 
fashion, beauty and home decora- 
tion group at Ellington & Co., New 
York, has been elected a vice- 
president. 


invasion. 


year. 


ANSWER: 

THE “K” FACTOR IS THE COMBINATION OF A 
POWERFUL BROADCASTING FACILITY AND AN 
ENTHUSIASTIC ORGANIZATION WITH THE 
KNOW-HOW TO DO A GOOD JOB—FOR LISTEN- 
ERS AND FOR ADVERTISERS. 


XY» 
\ ~\ 
a 4 ( 
J Represented Nationally 
b 
| SAN ANTONIO pecs "Zovoans 


10,000 WATTS, NIGHT 


GENE L. CAGLE 
President 


CHARLES W. BALTHROPE 
Station Manager 


| $0,000 WATTS DAY — 


| AMERICAN BROADCASTING CO.—TEXAS STATE NETWORK 


Floating Population.” 


| 


Interested in the Latin 
market? . . . Write for 
your copy:—The Story 
of The Herald Clipper 
Edition. 


GREATER MIAMI—“AN 


“Better git out the For Sale sign, Clem. here comes Florida's 


Florida is getting ready to handle its annual tourist 
Last year this state played host to some 
41/2 million visitors who spent close to $1 billion. 
And the signs indicate it'll be bigger than ever this 


One sure way to harness this vast buying power to 
your product is to sell 'em in The Herald. The Miami 
| Herald, Florida's leading newspaper, is daily increas- 
| ing its influence.throughout the state and, through its 

Clipper Edition flown daily to South America, is help- 
| ing to shape the buying habits of a great international 
| audience. 
| 


INTERNATIONAL MARKET!” 


Ad 
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Justifies Ads 
Despite Shortage 


Cuicaco—Fairbanks, Morse & 
Co., which has been boosting its 
individual rural water systems and 
allied products in consumer pub- 
lications, is using a direct mail 
piece to explain to harassed deal- 
ers why consumer advertising is 
being maintained despite acute 
shortages. 

About 5,000 Fairbanks, Morse 
dealers received a reprint of a 
water system ad which ran in the 
August issue of Capper’s Farmer, 
and a folder which reminded them 
that Fairbanks, Morse plans to 
stay in business. 

Said the folder, “Why do these 
advertisements appear when there 
is a shortage of the products ad- 
vertised?”, then answered _ the 
query with “Because Fairbanks, 
Morse & Co, wants to remind you 
that quality products are worth 
waiting for. . .” The folder also 
tells dealers that the company 
would be ready to supply replace- 


ment parts when needed. 
Henri, Hurst & McDonald is the 
agency. 


Rogers Promotes Crane 


Bobette Crane has been ap- 
pointed advertising manager of R. 
B. Rogers Companies, New York, 
in charge of advertising for In- 
dian Motorcycle Company, Ideal 
Power Lawn Motor Company, Hill 
Diesel Engine Company, Edwards 
Company, Rogers International 
Corporation, and other affiliates. 
She joined Rogers four years ago 
from the Export Advertising As- 
sociation. 


Heads Martin-Senour 


William Moore Stuart, vice- 
president and general manager 
since 1934 of Martin-Senour Com- 
pany, Chicago manufacturer of 
paints and varnishes, has been 
elected president. 


Holohan Promoted 

Walter Holohan, Station WENR 
local, and ABC spot salesman in 
Chicago, has been appointed a 
network account executive. 


Bob Riley has three college degrees 
from Rice Institute, Kansas State 
Teachers and Kansas University. 


Anglophone to Agency 


Anglophone Recordings, Inc., has 
appointed Schacter, Fain & Lent, 
New York, to handle its domestic 
and foreign advertising on the 
Anglophone Basic English Course 
on Records. The promotional pro- 
gram is being planned jointly 
with Pocket Books, Inc. 


Ohio Bakery to Hamilton 


William Irving Hamilton, New 
York agency, will handle adver- 
tising in magazines and news- 
paper magazine sections for Grace 
A. Rush, Ine., Cincinnati, baker 
of Martha Ann fruit cakes. 


Starts Lubricant Drive 


Bar-Dol Products Company, 
Vancouver, has launched a cam- 
paign in selected weeklies and 
dailies throughout British Colum- 
bia for its lubricant product. | 
O’Brien Gourlay, Vancouver, is| 
the agency. | 


Appoints Rice 


Royden Watson Rice, for the|} 


past three years an account and 
new business executive in the Chi- | 
cago office of Ruthrauff & Ryan, 
has been appointed vice-president 
in charge of advertising and sales | 
promotion of Paul, Richmond & | 


Co., Chicago publishers. 


” SINCE 1928—BASIC CBS STATION FOR MISSOURI & KANSAS 


}  Sarereers Are His Meat... 


Another KMBC exclusive is a studio at the world’s 
largest livestock building in Kansas City. From here 
three reports daily are broadcast by KMBC to that 
49% of the listeners who fill the foodbasket of the 
nation from the Heart of America. 

Bob Riley, an experienced marketcaster, gives 
his full-time attention to these livestock summaries. 
His background in broadcasting dates back to 1921 
when as a youth of 24 he appeared over an Emporia, 
Kansas radio station. 

Farm magazines throughout the country regu- 
larly publish his articles upon livestock market con- 
ditions. As a public speaker, he is in constant de- 
mand for stockmen meetings, civic club luncheons 
and educational assemblages. 

Yes, with farmers, as with all other segments of 
the listening audience, the program is the thing. For 
over a quarter-century KMBC has been zealously 
pursuing ever increasing horizons in program service. 


KMBC 


OF KANSAS CITY 


bo On KMBC you get 
, 


PLUS Service of 
Paleo 


Free & Peters. Inc. 


DETROIT... 


the city with a billion dollar buying power! 


Tell Your sales story in Detroit where it will be assured 
to have a telling impact in the most progressive, recep- 


tive and fastest moving market in the world. 


P. . WXYZ Completely covers the Detroit area at more 


reasonable rates than any other major Detroit radio station. 


ss 


Represented by the Poul H. Raymer Co. 
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of Wisconsin 


Small town distribution is 
the answer to volume sales 
in Wisconsin. 95% of the 
towns in Wisconsin have 
2,500 or less population. 
Farm trade is the dominat- 
ing factor in more than 
1,750 Wisconsin towns 
representing 97% of the 
entire state. To sell Wis- 
consin—first sell Wisconsin 
farmers! 


Here's Saturation Circulation in 
the Nation's No.1 Dairy Market 


pete 


sa 


wo 10 


@ Search as you will—North, South, East or West—no- 
where else will you find an opportunity like this! Wisconsin 
as a state represents the biggest dairy income producing 
state in the nation. Wisconsin as a market can be delivered 
to you twice each month through the pages of a single, 
widely read farm paper— Wisconsin Agriculturist and Farm- 
er. This great state farm paper delivers the entire state—not 
just part of it. It gives readership averaging higher than 
90% county by county statewide. Here is an ideal combina- 
tion for sales-building—a prosperous, progressive market— 


a medium that can’t miss! Get busy boosting sales in high- 


income Wisconsin with Wisconsin Agriculturist and Farmer. 


-AGRICULTURIST & FARMER” 
RACINE, WISCONSIN: 


’s Dairy Farmers 
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Kline Leaves GF for 
Hiram Walker Sales Job 


William Smith Kline, formerly 
western division sales manager of 
General Foods Sales Company in 
charge of 11 western states, has 
moved over to Hiram Walker, Inc., 
Detroit, in a similar capacity. Be- 
fore coming to General Foods Mr. 
Kline was sales manager and as- 
sistant to the president of the 
H. D. Roosen Printing Ink Com- 
pany and a field worker for the 
Pure Oil Company, Chicago. 


Joins McGraw-Hill 


Victor I. Craig, former eastern 
advertising manager of Newsweek, 
has been appointed to succeed 
Allan Rood, resigned, as associate 
manager of McGraw-Hill’s At- 
lantic district, in charge of New 
England operations, with head- 
quarters in Boston. 


Names Radio Advertising 


Station WTVL, Waterville, Me., 
has appointed Radio Advertising 
Company, New York, as national 
sales representative. 


GM Offers Posters 


General Mills, Inc., Minneapolis, 
has produced 500,000 copies of a 
poster reproducing the preamble 
to the charter of the United Na- 
tions and carrying eight illustra- 
tions contrasting the effects of war 
and aggression with the life-pos- 
sible under the functioning of the 
United Nations. The posters carry 
no commercial copy and copies 
may be obtained free of charge by 
addressing requests to the public 
services department, General Mills. 


Babcox Elects Officers 


Babcox Publications, Akron, O., 
publisher of business papers, has 
elected Reid B. Babcox, formerly 
vice - president, executive vice- 
president. Edward S. Babcox Jr., 
associate editor, has been ap- 
pointed vice-president in charge 
of editorial, and Tom B. Babcox 
has been named vice-president in 
charge of sales. 


Winter Joins WTCN . 


Harold Winter has joined the 
sales department of Station WTCN, 
Minneapolis-St. Paul. 


EACH MONTH your ad- 
vertising message calls on 
the potential customers 
when you appear in World's 


go “e, 
% 


Business and Guia. You 


worips BUSIN 


IMPORTERS GUIDE 
esragntee 3 tee 


CHARTER [aja MEMBER 


WORLD'S BUSI 


THE EXPORT BUSINESES 
J. E. SITTERLEY & SONS, INC., Publishers - 44@mm 


Marke! Date 
Research an: 1d Development 


For Advertisers Desiring Marketing Cooperation: Export 
Trade Reports... Translations. . Market 


Export Duect Mail Service. 


through an open door to the top 


men in management overseas. % 

These leaders inindustry, government, 9 
transportation and commerce read these % 
publications every month for their extensive aa 
reports on the American industrial scene and > 


their index to responsible American advertisers. 


These are the men who must know your product... 
you have a key to them in World's Business and Guia. 


2 Editions—Every Month 


GUIAs 


DE INDUSTRIAS AMERICANAS 


ering THE 
scene 10 


] 
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Rail-Water Link 
Gets Big Buildup 
by Cooperatives 


WASHINGTON—At the Interstate 
Commerce Commission, there is 
little comment about a _ widely- 
publicized plan which would con- 
vert the 400-mile Rutland Railroad 
of northern New York state into a 
cooperative project, and the spawn- 
ing grounds of dozens of farmers’ 
cooperatives along ts right of way. 

The plan was outlined in a docu- 
ment signed by the Rutland Rail- 
road Crisis Committee, Burlington, 
Vt., and left in a neat stack at the 
National Press Club here. 

The signer of the statement, 
Lester P. Barlow, was present at 
ICC arguments on reorganization 
of the Rutland, but so far as any- 
one knows, the cooperative plan is 
not as yet an official part of the 
record which the ICC will consider. 


Grain Shipments Planned 


According te Mr. Barlow’s state- 
ment, producer grain cooperatives 
in the Midwest would work with 
eastern consumers in organizing 
a cooperative rail-water system 
which could carry grain via the 
Great Lakes and the Rutland to 
northern New York siate and 
Vermont. 

Not only would these big mid- 
western co-ops enter into the first 
cooperative railroad plan in the 
United States, but farmers at each 
of the Rutland’s 100 stations would 
form National Farmers Union co- 
operatives where they would pur- 
chase “through their cooperative 
connections,” food, grain, fertilizer 
and a multitude of different pro- 
ducts. 

During the past week, attorneys 
have been arguing a proposed re- 
organization plan for the Rutland 
handed down by ICC’s examiner. 
Until now, the sponsors of the co- 
operative proposal have not been a 
party to the proceedings, but in 
view of their connections with the 
politically potent National Farm- 
ers Union, their publicity is re- 
ceiving careful attention. 

The bankrupt Rutland has a ter- 
minal at the waterfront in Chi- 
cago, at Ogdensburg, N. Y., the 
easternmost port of the Great 
Lakes,. and on Lake Champlain, 
terminal of a branch of the New 
York state canal system extending 
into New York harbor. 


Could Transport Sugar, Too 


By combining water-rail activity, 
the Rutland system could provide 
a main artery for shipment of 
grain and other products to the sea, 
as well as to the farmers of north- 
ern New York and Vermont, it is 
argued. 

Cuban sugar may be shipped by 
independent producers to Chicago 
over the Rutland system, it is ex- 
plained. Vast amounts of mineral 
fertilizers now being shipped from 
the eastern ports to the Northwest, 
including phosphates, nitrates and 
potash, could be efficiently routed 
as far west as Superior, Wis. 

Sponsors of the plan say the co- 
operative would take over the rail- 


“LUNCHEON DINNER” 
COCKTAIL BAR 


AIR CONDITIONED 


road and its extensive dock instal- 
lations on the Great Lakes, and 
would be “guaranteed the larger 
portion of the grain shipments 
from the grain belt because the 
grain cooperatives of the Midwest 
control the largest volume of 
transported grain.” 

During its prosperous days, the 
railroad and water system had of- 
fered such competition to other 
lines that in 1905 the New York 
Central bought the controlling in- 
terest. After the Panama Canal 


Act passed in 1915, the Rutland 
fell far behind because it was forc- 
ed to divest itself of the Great 
Lakes shipping it controlled. 


Levin Leaves ‘PM’ 

Edwin Levin, promotion and syn- 
dicate manager of Marshall Field’s 
adless New York tabloid, PM, has 
resigned to take an undisclosed 
promotional position in Chicago. 
Mr. Levin was with PM since its 
founding in 1940, and at one time 
served as its radio editor. 


Cut Ad Linage 


Montgomery Advertiser and 
Alabama Journal, to build up 
newsprint inventories beyond the 
“danger line,’ have cut the 
amounts of ‘display advertising 
linage to less than 10% of the 
totals for corresponding months 
last year. Two classified advertis- 
ing pages have been eliminated 
from all out-of-town Sunday edi- 
tions and the business review and 
classified pages have been dropped 
from Monday and Wednesday out- 
| of-town editions. 
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Holohan Promoted 

Walter Holohan, Station WENR, 
Chicago, local and ABC spot sales- 
man, has been appointed a network 
account executive. 


SEND FOR 


FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


CARDISPLAY CO., 1004 MARQUETTE AVE., MINNEAPOLIS, MINN. 
A AC NE 


DALLAS, TEXAS 


srain § 


HELP TO FATTEN SUNBELT CATTLE 
FOR THE MARKETS OF THE WORLD 


ghums — a crop that is predominantly the Sunbelt’s. 
Producing 71% of the nation’s grain sorghums, the 
Sunbelt has developed a crop that is drouth resistant. 
It persists in growing—persists in producing feed to 
fatten beef and dairy cattle, poultry, sheep and swine 
in this great livestock empire. Invaluable for feed, 


grain sorghums are also an important cash crop. The 


Prime beef cattle from the vast stretches 
of the Southwestern Sunbelt are fattened 


for market with the help of grain sor- 


Sunbelt takes the lead in producing this crop that | 
has infinite possibilities for both agriculture and 
industry—just as it takes the lead in producing a 
diversity of products that bring cash farm income 
rolling in every month of the year. For full cover- 
age of this tremendously wealthy market—your 
best medium is FARM and RANCH—the Sun- 


Branch Offices: 


resentatives: 


* 'BARM AND RANCH 
Puts on Its Blue Jeans 
and Brings in the Facts! 


Because Farm and Ranch puts on its blue 
jeans and goes out into the field, it knows, 
first hand, what information the tetiee 
and the rancher need... 
when they need it. For the Sunbelt's cli- 
mate, its growing and harvesting seasons 
are far removed from those of any other 
section of the country. That's why, by con- 
centrating its full circulation on the Sun- 
belt states with practical, down to earth 
articles designed especially for their 
needs, Farm and Ranch is the Sunbelt’s 
favorite farm paper. That's why, too, your 
ad in Farm and Ranch gets intense reader 


interest—that's why it gets results! 


TEXAS, OKLAHOMA, ARKANSAS, 
LOUISIANA, NEW MEXICO 
BIG States with BIG farms twice the 
National Average - 


and it knows 


52 Vanderbilt Avenue, New York © 75 East — 
Wacker Drive, Chicago * 205 Globe-Democrat Building, St. 
Louis * 1895 Monroe Drive, N. E., Atlanta. West Coast Rep- 
Simpson-Reilly, Ltd., 
cisco, California ¢ Garfield Building, Los Angeles, California. 


Russ Building, San Fran- 
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Opens Copy Service 


Copy Service has been organized 
at 75 Ocean Ave., Brooklyn 26, 
N. Y., to provide word-for-word 
typewritten transcripts of speeches, 
plays, debates and commercial por- 
tions of broadcasts. 


Creamer Joins McNeill 


Dick Creamer, formerly with 
Batten, Barton, Durstine & Osborn 
handling the Standard Oil Com- 
pany of California account, has 
joined the staff of McNeill & Mc- 
Cleery, Los Angeles. 


AN 


WATT Publishing Co., MOUNT 


use Getter. FARMING 
METHODS 


Reach the men whose 
*NOD” may outsell 
your best salesmen 
For 18 years Better Farm- 
ing Methods has been 
their business magazine. 
Need we say more? 

14,000 CCA Circulation 
MORRIS, ILL. . : ° 


New Liquor Group 
Still Seeks ‘Czar’; 
Weighs Campaigns 


New York—Four months after 


its launching as the first nation- 
'wide, over-all association of the 
liquor and wine industries, Licens- 
‘ed Beverage Industries, Inc., is 
still seeking a man to direct its 
operations and some things to do. 

From more than 60 candidates 
considered for the executive direc- 
tor’s post, at a salary which would 
range probably from $40,000 to 
more than $75,000, none is yet 
close to being chosen, AA was told. 
In addition to business executives, 
there has been more than the usual 
number of erstwhile politicians. A 
leading candidate thus far has 
been earning only $10,000. 

One thing which LBI—formed 
as a merger of Conference of Al- 
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coholic Beverage Industries and 
Allied Liquor Industries—has done 
was the appointment of Walter M. 
Swertfager & Co., former CABI 
agency, to handle its advertising. 


$2,000,000 Ad Fund? 


Of a total budget which might 
exceed $5,000,000 annually, per- 
haps $2,000,000 would be spent for 
advertising. The budget theme, 
media and other factors of such a 
campaign, however, are still sub- 
jects of considerable disagreement. 
One group in the public relations 
committee, of which W. W. Wach- 
tel of Calvert Distillers Corpora- 
tion is chairman, favors a “slick 
magazine job.” Another group 
would continue primarily to use 
country weeklies, especially in 
areas where local option votes 
might swing counties to the dry 
column. 

But even those favoring first em- 
phasis on the country newspapers 
disagree as to the most effective 
approach to be followed. Some 
favor continuance of an “Old 
Judge” campaign which CABI ran 


DETROITERS 


have BUYING POWER! 


Retail sales in Detroit, which topped one billion, 300 million 


dollars in 1945, continue to climb to even dizzier heights. For the first six months of 
1946, retail sales are 30% ahead of the same period last year, and at the rate they’re 
zooming Detroit stores will hit a dollar volume much in excess of any peacetime year! 


This, in spite of the fact that Bank Savings and War Bond holdings have also materially 


increased! Yes, pre-war Detroit was a whale of a market, and so was war-time Detroit 


a 


~ 


mg 


. . . but post-war Detroit promises to eclipse all previous 
records, for earnings, sales, and profit-making oppor- 


tunities for products of every description. 


The Detroit News Has 


SELLING POWER! 


papers combined! 


With its 404,129 A.B.C. 


circulation—highest ever reached by any 


average weekday 


Michigan newspaper—you need only The 
News to cover Detroit adequately. Its power 
to sell the Detroit market is proven by the 
fact that nearly as much advertising is 


placed in The News as in both other news- 


The Home 


C08 Hetim 1 ervey 


OWNER AND OPERATOR OF RADIO STATIONS WWJ AND WENA 


PE RENOT HERS 


e008 
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DAN A. CARROLL, 110 E. 42nd St., New York 17 


J. E. LUTZ, Tribune Tower, Chicago 11 


WRASS 


» Kedeots | 


CHRISTMAS PROMOTION—V. Vivau- 
dou, Long Island City, N. Y., will run 
this Christmas page insertion in No- 
vember issues of Glamour, Mademoi- 
selle, Screen Guide, Seventeen and 
Vogue to promote Djer-Kiss toiletries 
for the holiday season. Heavy coopera- 
ative advertising by drug chains will 
supplement the national drive. Ruth- 
rauff & Ryan, New York, is the agency, 


for several years in this medium. 
This campaign, dropped by LBI 
after its organization, has been 
resumed on a test basis in Mary- 
land and Virginia papers only. The 
findings probably will be deter- 
mined by the end of 1946. The 
LBI people would like to know 
what effect, if any, this campaign 
has in “wetting” both editors and 
readers. 


Sales Volume Chief Factor 


Of a total budget of about 
$1,500,000 which CABI had for all 
purposes, including advertising, it 
was said, the Seagram group (in- 
cluding Calvert, Carstairs, Frank- 
fort, etc.) provided about 50%; 
National Distillers, about 20%; 
Hiram Walker, about 15%, and the 
remainder came from a number of 
other concerns. Thus Samuel 
Bronfman of Seagram “dominated” 
CABI. " 

In the ALI setup, Schenley and 

its chairman, Lewis S. Rosenstiel, 
prevailed. 
In LBI, however, financial par- 
ticipation will be based more di- 
rectly on liquor and wine sales 
volume. Schenley would contribute 
about 28%; Seagram about 25%; 
National 20%; Hiram Walker 
15%, and all other factors in these 
industries about 12%. 


Sears Airs Video Show 


Sears, Roebuck & Co., Chicago, 
has gone into television advertising 
for a first time as sponsor of a 
half-hour quiz show which opened 
Sept. 12 on Philco’s Philadelphia 
Video Station WPTZ. The pro- 
gram, called “Sears Visiquiz,” will 
run 13 weeks. Both home audi- 
ences and studio spectators com- 
pete for prizes. 


Leases New Durex Plant 


Zenith Radionics Corporation 
has signed a long-term lease for 
three floors of space in the new 
Durex building, 527 W. 34th St., 
New York. The rest of the build- 
ing is devoted to the manufacture 
of Durex razor blades. 


RACINE 324.22, 
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160 INDUSTRIES @ 
The JOURNAL-TIMES 


RACINE, WISCONSIN 
THE ALLEN LAPP CO. © REPRESENTATIVES 
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Wholesalers of 21 
Industries Start 
New Association 


WASHINGTON — Representatives 
of 21 wholesale associations, meet- 
ing here recently have established 
the National Association of Whole- 
salers, the first of kind to be 
formed. 

Joseph Kolodny, managing direc- 
tor of the National Association of 
Tobacco Distributors and president 
of the Jersey City Tobacco Com- 
pany, was elected president of the 
organization. Other officers are 
Robert M. Adair, Wholesale Dry 
Goods Institute, Inc., chairman of 


the board of trustees: M. W. Bay- 


field, American Coal Sales Associa- 
tion, vice-president; Dr. E. L. New- 
comb, National Wholesale Drug- 
gists Association, treasurer, and 
H. B. Patrey of the NATD, secre- 
tary. These four are also-included 
among the trustees. 

Principal aims of the new group 
will be to acquaint the public with 
the wholesaler’s function and to 
promote closer cooperation between 
business interests and government 
agencies. The association was form- 
ed om the basis of findings of the 
Council of National Wholesale As- 
sociations, now dissolved. Bernard 
Relin Associates, New York, is 
public relations counsel. 


Gillette to Sponsor 
World Series Broadcasts 


Gillette Safety Razor Company, 


Boston, will be back this fall, for 
an eighth consecutive year, as 
sponsor of World Series broadcasts 
throughout the U. S.; Canada and 
Cuba. The games will be aired 
over the full Mutual network, over 
the Dominion network of the Can- 
adian Broadcasting Corporation, 
and by shortwave pickup to Cuban 
stations. 

Maxon, Detroit, placed the ac- 
count for Gillette. Weather per- 
mitting, the first game will be 
played Wednesday, Oct. 2. 


Lektro Names McCann 


Lektro Products, Milford, Conn., | 


has named McCann-Erickson, New 
York, to handle advertising for its 


Packard electric shaver, which will | 
be promoted in newspapers in Chi- 


cago, New York, Milwaukee and 
San Francisco this month and will 
appear in Esquire, Life and The 


Saturday Evening Post later this | 


year. 


Dermody Heads Clinic 


Arthur F. Dermody, of Kelly- 
Nason, Inc., will be chairman of 
the sales promotion clinic of the 
advertising and selling course 
sponsored by the Advertising Club 
of New York. 


Cramer Names Staelin 


Richard C. Staelin, formerly as- 
sistant to the president of Grocery 
Store Products Company, has joined 
Cramer Products Company, New 
York cake mix maker, as general 
sales manager. 


Cory Plans 
1947 Promotion 


CuHIcaGco — Cory Corporation, 
maker of glass coffee brewers and 
coffee making equipment, early in 
1947 will launch a series of black- 
and-white ads in national maga- 
zines boosting Cory’s new rubber- 
less coffee maker, which has elimi- 
nated the usual rubber vacuum 
rings by use of ground glass edges. 
Publications to be used will prob- 


ably include Life and The Saturday 
Evening Post. 

Cory will also introduce its 
domestic automatic coffee brewer, 
in addition to its other allied prod- 
ucts. 

The new campaign will supple- 
ment the present series which is 
running in four colors in The 
American Weekly, Better Homes 
& Gardens, Ladies’ Home Journal 
and McCall’s, plus black-and-white 
in Life. 

Weiss & Geller, Chicago, is the 
agency. 
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Meunier Promoted 

Frank C. Meunier, sales promo- 
tion manager of General Petroleum 
Corporation, Los Angeles, has been 
appointed advertising and sales 
promotion manager. 


best read 
try the local approach 
use the country weekly 


OZAUKEE PRESS 


“the weekly with pictures” 
port washington, wis. 


You Catch BOTH 
in the Courier-Express 


In 1945, men’s apparel stores 
placed 65.7% of their ad- 
vertising in this man’s paper. 


Among the women's apparel 
stores 56.6% of the adver- 
tising lineage appeared in 
this favorite woman's paper. 


You can trust the preference 
of these on-the-scene adver- 
tisers to know that in Buffalo 


. - - You Need the 


BUFFALO’S ONLY 
MORNING & SUNDAY NEWSPAPER 
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his cs Voledo 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


‘Honesty, industry, faithfulness to whatever the job is’”— such was the 

business creed of Julius G. Lamson, who with his two brothers founded 
‘“Toledo’s Own Store” in 1885. The creed 
became the guiding principle of Lamson’s, 
which grew so fast, and so well, through the 
years as to require constant expansion of the 
store’s facilities. The present modern Lamson 
building is already “bursting at the seams,” 
so that a suburban branch and new ware- 
housing and servicing facilities have recently 
been added, with half as much again added 
floor space. Lamson’s, with 90 departments 
and some 1,000 employees, is one of the fine 
stores that make Toledo a retailing center 
truly worthy at all times of full consideration. 


...and this is the 
TOLEDO BLADE 


... where Lamson’s ads have been for 
many years as much a part of the paper 
as the front page itself. To make The 
Blade an effective advertising medium 
for all retailing in Toledo, the paper’s 
policy has been to serve abundantly 
the interests of its readers. Giving full 
effect to this policy, The Blade had, in 
1945, a greater news and editorial 


) TOLEDO BLADE 


content than any other 
evening newspaper in 
the United States. 


Write for copy of 
“This is Toledo” booklet. 
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SIX MONTHS GAIN 
IN CIRCULATION 


—more of the top-rated lumber and building material deal- 
ers than ever before. 


—more advertising value, greater sales potentials for you. 
ABC TOTAL NET PAID CIRCULATION, 
INCL. BULK 


Se of Serer rr ere ee eee 
Sume 31, 1946.2... ccccccccsccces 


Circulation Up Nearly 50%, in 4 Years 


American Sumberman 


Published Every Other Saturday 
139 NORTH CLARK STREET, CHICAGO 2, ILL. 


Indianapolis Gets 
Consumer Analysis 
Study by ‘Star’ 


Identical Surveys 
of Brand Choices 
Cover Four Cities 


INDIANAPOLIS—With release by 
the Indianapolis Star of its first 
“Consumer Analysis” survey, near- 


ly identical studies of consumer. 


preferences in four cities for speci- 
fic brands of grocery and other 
products are now available to ad- 
vertisers and agencies. 

The Star’s survey, based on 
questionnaires filled in by 5,000 
housewives and their husbands here 
last spring, follows the Milwaukee 
Journal survey method established 
in 1922. Other “Consumer Analysis” 
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surveys patterned on the method 
are those of the Omaha World- 
Herald and Philadelphia Evening 
Bulletin. The Seattle Times re- 
portedly will make such a survey 
“after the newsprint supply opens 
up.” 

The Star’s analysis shows con- 
sumer brand preferences by income 
groups for foods, soap and house- 
hold cleansers, toiletries and cos- 
metics, alcoholic beverages and soft 
drinks, tobacco products and pipes, 
and electrical appliances. Store dis- 
tribution by brands is shown. In 
addition, there is a page analysis 
of the Indianapolis water supply, 
to aid soap and detergent advertis- 
ers, and other pages are devoted to 
preferences for automobiles and 
home maintenance materials. 

Four Studies Compared 

The new survey shows that about 
51% of Indianapolis families do 
most grocery buying in _ inde- 
pendent stores. This compares with 
49% of Milwaukeeans buying most 
groceries in independents, 42% in 
Philadelphia and 35% in Omaha. 


POCKET. 


@ What advertising medium is so important to your 
prospect and so personal — that he will carry it 
around in his pocket continuously ? 

The answer: Diamond Book Matches. 

The book match is the on/y medium constantly carried 
in pocket or purse, and this intimate, personal relation- 
ship adds power to your message. This is one reason 
why Diamond Book Match advertising is successful. 

Another reason: twenty lights in each Match Book mean 
twenty opportunities to see each advertising message. 

Still another reason: your message on a Diamond 
Match Book stands alone — with no ads, no 
news. no editorial matter to distract your pros- 
pect’s attention. 

Diamond Book Matches are flexible. too; 
enable advertisers to place messages where 


DIAMOND BOOK MATCHES—The Pocket-Sized Answer . . 


Diamond Match am 


310 SOUTH MICHIGAN AVENUE, CHICAGO 4, ILLINOIS 


they want them, when they want them in_ selected 


quantities. 


Book Matches are the only medium that 


can give you controlled, certified circulation with any 


degree of intensity desired — in any cities or areas 
desired — -during any time periods desired — and in 
full color. 


No wonder Diamond Book Matches have outpulled 


other and better known media on a cost basis, in actual ° 
tests — and are proving their value to more and more 
successful advertisers, all the time. 

You too-can profit from a knowledge of all the latest 


book match facts. And you'll be interested, we 
know, in the facts and figures which we have 
to show you. Just fill out the coupon below 


and mail it today. A Diamond Book Match 
Specialist will be glad to call to see you. 


Bt ccesessnseees to a Man-Sized Media Problem 


i To: Diamond Match Co., Dept. A-10, 

1 310 $. Michigan Ave., Chicago 4, Ill. 

| ! would like more information about Diamond Book Match Advertising. 

Please call on me at........55 o'clock, day......+5, MOMs 6c cevvere 

I NNGMO. 2 cs cc ccccccccccccccccccccccescsscsesceceseeecesesoeers 
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Women here buy 42.9% of their 
cosmetics in department stores, 
18.7% in chain drug stores, 12.3% 
in independent drug stores, 13.6% 
from house-to-house salesmen and 
9.7% from variety stores. Chain 
and independent druggists get 
37.3% and 35.6%, respectively, of 
the toiletries trade. This breakdown 
is more detailed than in the three 
comparable surveys. 2 

A comparison of the four sur- 
veys shows a wide variety of com- 
petitive conditions among various 
product classifications. In the food 
section, General Foods’ Calumet is 
shown highly dominant in the bak- 
ing powder group—with 82.5% of 
the Milwaukee preference, 72.8% 
preference in Omaha, 52.38% in 
Indianapolis and 30.4% in Philadel- 
phia. Only in the latter city is it in 
close competition, challenged by R. 
B. Davis Company’s baking pow- 
der, with a 27.5% choice. 


Some Far in Lead 

Even more dominant in all four 
cities is Quaker Oats’ Aunt Jemima 
pancake flour, its preference rating 
ranging from 77.5% to 49.3%. Its 
closest competitor is Pillsbury 
Mills, which has a 17.3% preference 
in Milwaukee. A field also dominat- 
ed by a single company is the cold 
cereals group, with Kellogg Corn 
Flakes first in all four cities. Gen- 
eral Mills’ Wheaties ranks second 
in two cities and third in two 
others; Kellogg’s Rice Crispies is 
second in two cities, fourth in a 
third city and fifth in another; Kel- 
logg’s Pep has one second place, 
one third place and two fourth 
places. 


much. “dominated.” Acme-Evans 
Company’s E-Z Bake leads in In- 
dianapolis; G-M’s Gold Medal leads 
in Philadelphia and Milwaukee 
(and is second in the other two 
cities), and Omar, Inc., flour leads 
in Omaha. 

Show Tobacco, Pipe Tastes 

In the tobacco section, Camels 
are best-liked by men cigaret smok- 
ers in three cities, Luckies_in the 
fourth (Milwaukee). Best-liked by 
women are Chesterfields in two 
cities and Luckies in two cities. 
LaFendrich cigars lead in In- 
dianapolis, Phillies in Philadelphia, 
White Owl in Omaha and La Pali- 
na in Milwaukee. 
Kaywoodie pipes are most pre- 
ferred in two cities and are second 
choice to Yello-Bole in the other 
two markets. John Middleton ranks 
second in one city and Frank Me- 
dico in another. Prince Albert pipe 
tobacco, on the other hand, leads 
in all four cities, with the rest of 
the field well divided. 

Among soaps, Lux is preferred 
across the board by women, for 
face and hand use, with Palmolive 
a close challenger in Omaha only. 
Lifebuoy, similarly, leads the bath 
soap group in all four markets. 
Lux is a close second in two cities, 
Ivory in one and Palmolive in one. 

Indianapolis women most prefer 
Dreft for dishwashing, as do 
Omaha housewives. The Ivory bar 
is preferred most in Milwaukee, it 
ranks second in Indianapolis and 
also in Philadelphia, where Ivory 
flakes are first choice. For general 
laundry purposes, Rinso leads in 


The “regular” flour field is not so 


LOOK IT UP in 
the MARKET DATA BOOK! 
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-SHello- 
Im Babs. . 


«stad you and} are going to be 


ST icin 


BABS FOR BABIES—Interstate Cream- 

ery Co., Cleveland, is promoting Babs 

evaporated milk with large-space ads 

in midwestern newspapers, through 

McCann-Erickson. Acceptance by the 

AMA Council on Foods and Nutrition 
is stressed. 


Philadelphia and Oxydel in the 
other three cities. 


Three Refrigerators Lead 


Frigidaire, General Electric and 
Sears, Roebuck eleetric refrigera- 
tors far outclass Norge, Westing- 
house, Kelvinator, Crosley, Hot- 
point and Servel in preferences, the 


four surveys show. G-E leads with | 


18.7% in_Philadelphia and 16.5% 
in Milwaukee and is second with 
15.4% in Indianapolis and 17.3% 
in Omaha. Frigidaire has a lead in 
Indianapolis with 21.1% and in 
Omaha with 18.7%. Sears’ Cold 
Spot ranks third in all three cities, 
nosing out Servel in two markets, 
Westinghouse in another’ and 
Norge in another. 

Hoover is first in all four cities 
among vacuum cleaners, closely 
challenged only in Milwaukee, 
where it has a 17% preference 
rating against Hamilton Beach’s 
14.2%. Not so dominant in the 
washing machine group is Maytag, 
first in two cities, second in another 
and fourth in another. Easy Wash- 
ing Machine Company follows 
closely, with one first, one second, 
one fourth and one fifth place, as 
does Sears’ Kenmore, with one first 
and three third places. 


Among tooth pastes, Colgate 


“fn one complete section, known 


Be popularly throughout the State 


as: The Man's Section, The Times : 


Herald gives thorough coverage 


a of business, financial and indus- 


- trial news as it affects Texans, ~~~ | 


TIMES 
HERALD 


“DALLAS: GREATEST NEWSPAPER. 


% Represented by SK 


att 


1% 
aXe? ta se Be Cre) 


leads in three cities, Pepsodent in 
one. These two and Ipana have all 
first three places in all four cities. 
Among tooth powders, Dr. Lyons 
leads in three cities and is second 
in another to Pepsodent. Dr. Lyons, 
Pepsodent and Colgate have all 
three top preference ratings in all 
the markets. 


Appoints Mrs. Ker: 

Kay Kerr, formerly style con- 
sultant with Carl Reimers Com- 
pany, New York, and _ fashion 


director of Enka Rayon Corpora- 
tion, has joined the New York office 
of Neiman- Marcus Company, Dal- 
las specialty store, to be in charge 
of fashion promotion and national 
advertising co-ordination. 


Offers Dance Booklet 


A new dance instruction booklet, 
entitled “Let’s Dance” and written 
by Arthur Murray exclusively for 
General Mills, is being offered to 
listeners of the “Jack Armstrong” 


|program heard Mondays through 
' Fridays, 


5:30 p.m., CDT, over 


ABC. The booklet, consisting of 
44 pages in color, is obtainable by 
sending 10 cents and one Wheaties 
box top to “Jack Armstrong,” 
Minneapolis. The offer closes 
Sept. 27. 


Future Ad Plans Told 


Promotion plans of the Southern 


| Host Company, St. Louis, which | 
| will include the use of magazines, | 


newspapers, outdoor posters and | 
other promotional material, were | 
described at the company‘s first | 


semi-annual sales conference by 
Louis E. Westheimer, president of 
Westheimer & Co., St. Louis, 
agency handling the aecount. 


WE DO IT ALL 


A Complete Mailing Service 


* Inserting *Sorting =~ 
+ Labeling * Metering Tel: WEB 
* Sealing * Tying 
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Fast—Certain—Safe—Low Cost 
Complete job or any part 


CAPITOL MAILERS 
552 W. Harrison St., Chicago 7 


“2 YANKEE BOXES THE COMPASS | 
FOR YOU IN NEW ENGLAND 


tion you seek. These merchants are ready 
to push nationally branded products, lo- 
cally advertised. 


Yankee, and Yankee only, points your 
selling to specific markets throughout 


New England. 
You can't get off course. 


Each Yankee station takes you into a 
center where population density demands 
the local impact of a hometown station 
for effective selling. Each of these Yankee 
stations has Yankee acceptance, plus the 
recommendation of usage as a sales me- 
dium by retail merchants whose coopera- 


THE YANKEE NETWORK, 


21 BROOKLINE AVENUE, 


Yankee hometown stations produce for 
you not only in the downtown areas but in 
far reaching suburban neighborhood trad- 
ing zones. Collectively they tie these mar- 
kets together into an overall sales pattern 
that makes sense. 

When you buy The Yankee Network, 
you sell New England. 


pteceptauce 2 THE YANKEE NETWORK'S Foundation 


Member of the Mutual Broadcasting System 
Represented Nationally by EDWARD PETRY & CO., INC. 


BOSTON 15, MASSACHUSETTS 


INC. 
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Comic Book Aids 
“72 Fire Prevention _ 


SEATTLE — Depending on the 
natural appeal of comics, the 
Northwestern Mutual Fire Associa- 
tion here is offering as a fire pre- 
vention aid, a comic booklet to be 
distributed by company agents all 
over the country. 

The booklet, outlining the antics 
of “Skipper,” an educated dog, and 
his pal, a young boy, is aimed pri- 
marily at children but adult reader- 
ship is expected to be high. It is 
being released along with other 
promotion featuring national Fire 
Prevention Week. 

The four-color, 24-page booklet 
was prepared by Farwest Litho- 
graph Company, Seattle. 


PEVARANAAA 


Promotes New Pen 
American Pencil Company, Char- 


MA CITY-ATLANTA > lottesville, Va., this month is pro- 
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moting its new Venus Hooded pen 
in full-color ads in Life and The 
Saturday Evening Post. 
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Five Name Gravenson 


Gravenson Company, New York. 
has been appointed to handle the 
advertising of John Stuart, Inc., 
New York, furniture, using maga- 
zines and business papers; John 
Widdicomb & Co., Grand Rapids 
and New York, furniture, using 
magazines and business papers; 
Mingtoy Silk Mills, New York, 
using magazines and business 
papers; Modern Music Sales, New 
York, using newspapers and busi- 
ness papers, and French Van- 
Greems, New York, using business 
papers. 


Offers Its Dealers 
Sales Training Course 


National Radiator Company. 
Johnstown, Pa., with the help of 
LaSalle Extension University, Chi- 
cago, is offering a correspondence 
sales and merchandising training 
course in “Heating Salesmanship” 
to its dealers and wholesalers. The 
fee for the five basic assignments 
is $12.50, and a sixth and special 
assignment on dealer relations— 
for wholesalers and their salesmen 
—is available at $4 additional. 


THIS IS NEW YORK 


i — 


v, 


ks 


. with the world-famous Madison Square Garden, where 
sports attract hundreds of thousands and admissions hit millions. 
In 9 years boxing drew 6 million dollars, topped by the rodeo, 


circus, and ice shows. Scene of hockey, tennis, basketball games; 
dog, poultry and horse. shows; political meetings and balls, the 
Garden cost 5!/, million dollars. Expert crews transform it for each 
event in record time. 13 miles of piping an inch below the floor 
create 16 thin films of ice needed for a solid ice surface in 6 hours. 
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reas where so 
residential sections, 
Journal-American, 


You need newspapers to sell New York. 


Alberta Starts 
Drive to Develop 


Its Resources 


EDMONTON, Alta.—The Alberta 
Industrial Development Board has 
started a new campaign designed 
to focus the attention of United 
States and dominion business men 
on the raw resources of the pro- 
vinces. 

The campaign will appear in 14 
eastern Canada and U. S. business 
publications and will utilize out- 
door in eastern Canada. The ac- 
count, as well as that of the domin- 
ion government’s, is handled by 
Harold F. Stanfield Ltd., with the 
Edmonton office placing the Al- 
berta copy. 

The initial insertion, appearing 
in the Sept. 7 Business Week, asks 
“Does your business need chemi- 
cals?” Copy is keyed with small 
illustrations showing salt, natural 
gas, coal, bituminous sands and 
oil, and describing gypsum, lime- 
stone, paint-shales, silica, clays, 
talcum, kaolin and travertine. The 
advertisement says the province 
has “dependable labor legislation— 
cheap power, fuel and heat— rich 
resources, growing market.” The 
budget for the campaign is $30,000. 


British Media 
Boost Ad Volume 


LoNDON—B ritish advertising 
volume during the second quarter 
of 1946 showed an increase of 
2.06% compared with the first 
quarter of this year, and a gain 
of 4.4% compared with the same 
period for ’45. 

The figures were released by the 
Statistical Review, published here, 
Government copy, which had been 
decreasing steadily since the war’s 
end, increased during the second 
quarter of 1946. During the 1945 
quarter it totalled $1,175,216 while 
the current year’s second quarter 
total is $1,216,552. 

Commercial and financial adver- 
tising for the same period in 1946, 
compared with the 1945 period, 
took a considerable jump—from 
$13,149,232 to $14,073,524. The sec- 
ond quarter of 1946 also showed a 
gain over the previous quarter in 
commercial and financial ads. 


Appoints Koch 


George S. Koch, formerly in the 
traffic appliance department of 
International General Electric, has 
been appointed business manager 
of Radio y Articulos Electricos, 
export Spanish-language business 
paper published by Canterbu 
Press, Chicago. r. Koch wi 
make his headquarters in the 
firm’s New York office. 


Appoints Osborn 

William L. Osborn has_ been 
named eastern representative of 
Printing Equipment Engineer, 
with headquarters in New York. 
He succeeds J. R. Birchfield, who 
has returned to the practice of 
architecture. 


Art Directors Elect 

Warren Shuster, vice-president 
and art director of William Hart 
Adler, Chicago, has been elected 
a director of the Art Directors’ 
Club of Chicago. 


WHAT'S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


BACON'S CLIPPING BUREAU 
La Salle-Wacker Bldg. | Chicago, Ill, 
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Can Openers Cut 
Widest Swath 
in New Campaign 


CHICAGO—With a half-page, four 
color ad in Sept. 18 Saturday Even- 
ing Post Swing-A-Way Steel Pro- 
ducts Mfg. Company has inaugu- 
rated its most extensive advertising 
campaign for Swing-A-Way can 
openers. 

The promotion, with a budget of 
approximately $200,000, includes 
copy in American Home, Better 
Homes & Gardens, Good House- 
keeping, House & Garden, Ladies’ 
Home Journal, Life, McCall's, 
Parents’ Magazine and Sunset. 

Other Swing-A-Way promotions 
include dealer cooperative advertis- 
ing, and radio may be tested later. 
More than 10,000 dealer displays 
will be sent to outlets which in- 
clude hardware stores, housewares 
departments in larger stores, and 
appliance stores. Swing-A-Way also 
expects to offer again its knife 
sharpener and jar opener. - Its 
present can opener output is at an 
all time high. .- 

The campaign is scheduled from 
September through August, 1947. 
Russel M. Seeds Company, Chi- 
cago, is the agency. 


Survey Reveals Values 
of Car Card Positions 


According to the findings of a 
joint research of Campbell-Miti.un, 
Minneapolis and Chicago agency, 
and the Chicago Car Advertising 
Company, street car cards in front 
or rear position cost only 68 to 
80% as much per reader as those 
in side positions. 

The survey shows that riders 
recall specific side cards five times 
as often as bulkhead cards, but 15 
times as many side cards as bulk- 
head cards appear in each car and 
bulkhead cards, per card, are re- 
membered three times as much as 
side cards. 


Armstrong Names Livsey 


Ralph Livsey, formerly manager 
of special product sales of the 
Berger manufacturing division of 
Republic Steel Corporation, has 
been appointed manager of the air 
control division of Gerdon Arm- 
strong Company, Cleveland. 


Open Rik Studios 

Rik Shaw and “Tex” Green, 
woman fashion poemoaarente, have 
opened the Rik Studios at 480 
Lexington Ave., New York, to 
specialize in color photography. 
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Today, you can protect you 
future sales position by reserv- 
ing highway display locations 
while choice sites are still avail- 
able. Displays may be erected 
later. You can do this through 
National Advertising Co., now, 
at no cost to you. 
Increasing highway traffic in 
the immediate future assures 
sharply rising circulation for 
roadside signs. Take advantage 
of National Advertising’s flex- 
ible service to obtain best loca- 
; tions now for ad- 
» tinctive Be . 
meee vertising you will 
need later. Write 
nee today for the 
complete details. 


NATIONAL ADVERTISING CO. 


WESTMINSTER, MARYLAND 


Kennedy Joins Servel 


Paul R. Kennedy, formerly sales 
promotion manager of Equitable 
Gas Company, Pittsburgh, has 
joined the advertising and sales 
promotion department of Servel, 
Inc., Evansville, Ind. 


Windell Promoted 


Arnold O. Windell, assistant 
manager of the national advertis- 
ing department of the Seattle 
Times, has been appointed man- 
ager. 


Moves News, Ad Statfs 


Public Works News has moved 
its editorial and advertising de- 
partments to new quarters at 185 
Madison Ave., New York. The 
circulation department will remain 
at 145 E. 32nd St. 


To Palm & Patterson 


Palm & Patterson, Cleveland, 
has been appointed to handle the 
advertising and direct mail of 
Palmer Mfg. Company, Cleveland, 
maker of a line of wheeled vehicles. 


Maxfield Names Two 


John Rigor has been named ac- 
count executive of Joseph Maxfield 
Constance 
Clarke has been-appointed copy- 


Company, Providence. 


writer. 


Seeks FM Sets 


To create a listening audience 
and hasten the growth of FM, Col. 
Harry C. Wilder, president of Sta- 
tion WSYR-FM, Syracuse, N. Y., 
has begug a campaign to obtain 
5,000 FM sets for this area. Col. 


59 


Wilder has offered to buy these 
sets himself and distribute them 
to retailers. Before the end of the 
year he hopes to have 10,000 sets. 


missounis > MARKET 


ST. JOSEPH NEWS-PRESS 
» Dt. Hoscph Gazette 


Near Crisis at Oxford Paper Company 


by Tony Barlow 
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N making many di 


of printing papers, Oxford 
uses tremendous quantities of 


pulpwood. The right kind of 


wood is important. 


Within a short radius of the 


Oxford mills at Ru 
are the vast timber 
Maine, New Ham 


Canada. Here Oxford gets good 
quality spruce, fir, hemlock, 


poplar and hardwood pulpwood. 


Thus the quality of Oxford paper — 
begins at the very beginning — 


with the wood. 


Other factors contribute to 
Oxford quality. We make our 


OH, DIRE DISASTER ! FOR A MOMENT 

, THE TIMBERLANDS, FROM WHICH OXFORD 
GETS PULPWOOD, SEEMED TO BE ONE 

TREE SHORT OF LASTING UNTIL DOOMSDAY. 


_— 


fferent kinds 


own pulp — control every proc- 
ess from wood to finished paper. 
Oxford craftsmen have long-time 
“know-how” and respect for fine 


papers. Our research constantly 


mford, Me., 
resources of 


pshire and 


seeks ways to make paper better. 


Oxford has been making quality 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


Included in Oxford’s line of quality printing and label 
papers are: ENAMEL-COATED — Polar Superfine, Maineflex, 
Mainefold, White Seal and Rumford Litho CIS; 
UNCOATED — Engravatone, Carfax, Aquaset Offset, Duplex 


papers since the turn of the cen- 
tury. For many years we’ve pro- 
duced better than 1,000 miles of 
quality paper a day. 


So why not think of Oxford 
first when the need for quality 
paper arises? 


Label and Oxford Super, English Finish and Antique. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17,N.Y. 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Ill 


DISTRIBUTORS 
in 48 Key Cities 
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Never Underestimate the Power of a Woman! 
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Nor the Power of the Magazine Women Believe In 
At the new price of 25c, the June, July, and August Journals have reached the largest 
audiences of women in publishing history. July net paid circulation — over - 4,560,000! 
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the Creative Wan Corner 


With the passing of George Washington 
Hill advertising has lost one of its giants. 

Perhaps he was the last. 

Certainly he was the last of the great 
individualists. Albert Lasker is in retire- 
ment, devoting himself to philanthropic 
works. Raymond Rubicam has found 
new interests for his pen. Frank Hummert 
writes in virtual anonymity. And no 
other figure has yet emerged whose fun- 
damental understanding of advertising is 
matched by the giants’ skill. 

Oddly, since he knew people so well, 
Mr. Hill himself was known by very few. 
If he wasn’t a shy man, he was retiring. 
He was entirely without personal vanity. 
He thought his only importance to the 
public lay in his company’s records, and 
these were public property. 

He refused for years to talk to report- 
ers. 

And so grew the legend of George W. 
Hill—a legend of eccentricity. 

But the command to a nation to Reach 
for a Lucky instead of a Sweet was no 
more the result of eccentricity than the 
American Tobacco Company’s everlast- 
ingly impressive balance sheets. Nor was 
it eccentricity that caused Mr. Hill to 
have done into bronze and displayed on 


You Oudtt to Know . 


Lawrence B. Sizer, whose official desig- 
nation is divisional vice-president and 
sales promotion manager of Marshall 
Field & Co., Chicago, says he guesses he’s 
a fellow who does everything backwards. 
Which suggests the 
thought that more peo- 
ple might do things 
better if they operated 
in the same manner. 

What brought the 
subject up is the fact 
that Larry Sizer is one 
of those rare and pos- 
sibly unique animals— 
a man who moved 
from the national ad- 
vertising field to the 
retail advertising field 
and stayed there. Practically all of the 
advertising traffic has been in the op- 
posite direction, 

More unusual still, perhaps, is the fact 
that Sizer has practically no fault to find 
with the activity of national advertisers 
in the retail field. Many a national ad- 
vertiser has been told, in no uncertain 
terms, how his advertising and sales pro- 
motion fail to meet the problems of the 
retailer; how his display material fea- 
tures the wrong things; and how his sug- 
gested retail advertising and direct mail 
pieces misfire. The criticism is unjust, 
says Larry Sizer. “Maybe Field’s attracts 
only the best ideas,” he says, “but I have 
no criticism whatever of brand manufac- 
turers’ promotional service. I would say 
that national advertisers do a mighty 
good job of helping retailers. They’re 
smart and alert and very intelligent.” 

Like so many other admen, Sizer 
started as a newspaperman, doing report- 
ing and editing in Benton Harbor, Mich., 
moving over into the big time as a mem- 
ber of the AP’s Detroit bureau. In 1928 
he joined the advertising and publicity 
department of Midland United Company, 
Indiana utility organization, where he 
stayed until 1932. Then he moved back 
to Detroit as assistant to the head of the 
Detroit office of N. W. Ayer & Son, with 
duties covering a wide range of creative 
and service functions. 

At Ayer one of his fellow workers was 
Clyde Bedell, who afterwards left to join 
the McKinsey management organization 
in Chicago, and subsequently wrote for 
Field’s a daily institutional column called 
“Looking Forward,” and signed “Caleb” 
—an entirely new departure in depart- 
ment store advertising. When, in 1938, 
Bedell gave up the column, Larry Sizer 
took it over and conducted it for six 
months. Then he went back to Ayer, this 
time in the radio division in New York. 

He rejoined the company as advertis- 
ing manager almost exactly six years ago 
—on Oct. 20, 1940—with no retail experi- 


Lawrence Sizer 


every desk in the tobacco company the 
words: Quality of Product is Essential to 
Continuing Success! 


The Reach for a Lucky campaign was 
based on the desire of every woman in 
America to be slim-figured. And LS/MFT 
is based on facts. The Nature in the Raw 
campaign was made not as someone has 
suggested because George Hill liked pic- 
tures of wild animals but to illustrate the 
need for processing even the best tobaccos 
—in the words of Lucky Strike: toasting. 


Lucky Strike green did go to war. Her- 
bert Tareytons are back. And if in dram- 
atizing these and a score of other things 
Mr. Hill made many a professional critic 
cringe he seems to have perfectly under- 
stood his public. 


He believed that listening to radio com- 
mercials was the price of admission to 
his shows. And if he charged stiff prices 
he also always tried to give good shows. 
The Hit Parade, Jack Benny and Kay 
Kyser are only the last of a long, long 
list that started way back with Walter 
Winchell and Jack Pearl. 

George Washington Hill may have 
missed more than oncé. But he surely 
was one of the great. 


« e Lawrence B. Sizer 


ence, and on the gamble, as he says, that 
the basic principles of advertising could 
be applied to any selling job. He admits 
that there are all sorts of peculiarities 
about the retail advertising business 
which you can’t learn anywhere else, but 
apparently his gamble was a good one. 
When he joined the company he was 
strictly an advertising man, with no re- 
sponsibility for window or interior dis- 
play, public relations, or anything else. 
Now he presides over a staff of about 150, 
organized into four divisions of the sales 
promotion department: (a) advertising; 
(b) design and displays; (c) special 
events; (d) public relations. What’s more, 
he has raised the status of the sales pro- 
motion department to the general man- 
agement level. In most stores, sales pro- 
motion is an adjunct of the merchandis- 
ing department; in Field’s it reports di- 
rectly to the president. 

“I had the idea that every advertising 
problem is a human problem,” Larry 
Sizer says, “and that the same principles 
apply to creating a sale of a Lily Dache 
hat as apply to a Chevrolet. And I have 
proved the soundness of that idea.” 

The greatest difference between retail 
and national advertising is the tempo, 
Sizer points out, with Marshall Field & 
Co. turning out a volume of ads that runs 
into four figures each year, and doing it 
quickly. ‘The retail advertising business 
is fast, and it is also more closely 
checked,” he says. “We get a reaction 
quicker, more definitely, and more clean 
cut than most national copy can hope to 
get. We don’t have to guess whether an 
ad is good or not; usually we can tell 
definitely within 72 hours. 

“On the other hand, there is one aspect 
of national advertising from which re- 
tailers can benefit greatly, and that is the 
element of long-term planning. Develop- 
ing and integrating a long-range program 
is still too rare in retailing. Too much 
retail promotion is a day-to-day affair, 
with merchandising men calling the turn 
on what and how to advertise, based en- 
tirely on what they have to sell at the 
moment. The value of long-term plan- 
ning which I learned in the national field 
is being applied more and more by Field’s 
in the retail field, and if there is one out- 
standing respect in which this company’s 
advertising differs from that of most other 
stores, it is in its long-term viewpoint. 
We plan our campaigns a year, six 
months, a quarter and a month ahead. 
That’s the only way I know of in which 
we can develop a character of sales pro- 
motional effort which has continuity and 
force.” 

The Marshall Field & Co. advertising 
staff turned out a total of 5,010 different 
ads in 1945. Of these, 4,795 were news- 
paper ads, and 215 were magazine and 


miscellaneous pieces, appearing in such 
publications as Harper’s Bazaar, Vogue, 
Charm, Mademoiselle, etc. It bought a 
total of 3,050,449 lines of advertising in 
local newspapers, and an additional 1,- 
049,522 lines in the “Downtown Shopping 
News,” thus putting 4,099,971 lines of pro- 
motion to work in a single market. 

Although Field’s advertising, window 
and interior displays, and general promo- 
tional efforts have been pretty much the 
wonder of the retail world for many 
years, Larry Sizer insists that the huge 
store’s over-all promotional budget is not 
out of line, on a percentage of sales basis, 
with the general average of department 
stores. It is broken up differently, how- 
ever, with a much larger percentage 
than the average devoted to display, and 
a much higher percentage of the adver- 
tising budget spent for institutional and 
section-selling ads, rather than volume 
ads. 

“Volume” ads—the type which offer 
specific merchandise for sale right now— 
will always be the biggest segment of re- 
tail advertising. But Field’s devotes a 
constantly increasing portion of its budget 
to purely institutional or prestige ads for 
the store, and to ads which sell a par- 
ticular department or segment of the 
store as an ideal place to shop. 

A few other stores—New York’s giant 
Macy’s, for example—can argue ad po- 
tency and success with Field’s. But in 
the realm of window and interior dis- 
plays, the State Street emporium has been 
without a peer for many years. Cur- 
rently its activities in this direction are 
supervised by John Moss, with whom 
Larry Sizer worked on half a dozen major 
“world’s fair’ exhibits for Ford, and 
whom he brought into the Field organ- 
iaztion. 

“Our approach to display,” says Larry, 
“js predicated upon the simple thesis that 
people are most interested in themselves, 
and that after that they are interested in 
people like themselves. So most of our 
windows—and more and more of our big 
interior display points—are ‘situation’ 
displays. They have people in them— 
people who might be you, or individuals 
like you, and they tell a story, tying you 
up with merchandise, or a fashion vogue, 
or whatever it may be. ‘Chain store’ dis- 
plays, in which you pile in the merchan- 


dise, and ‘designer type’ displays, in 
which you get a purely arty effect, don’t 
interest us very much. 

“We not only strive for situation ef- 
fects, but our windows in particular are 
stage sets, not merchandise displays. We 
build them as carefully as a stage de- 
signer would build his. If there’s a 
cigaret in an ash tray, it’s likely to be a 
half-smoked cigaret, with lipstick stains 
on the end of it. There must be complete 
authenticity in every detail.” 

Perhaps Larry Sizer, ex-agency man, 
has something to do with it; perhaps not. 
At any rate, Field’s, which has tradition- 
ally been reluctant to feature national 
brand names, is now doing so and will do 
still more in the future. When a retailer 
writes an ad, Sizer says, he puts into it 
every good selling point he can muster. 
And if a manufacturer has made his 
product’s name a good selling point, 
Field’s will use it. But it will still con- 
tinue to believe (with considerable jus- 
tice) that the strongest selling point it 
can advance is its own name. 

Field’s is committed to decentralization, 
as evidenced by its existing suburban 
stores, but primarily the huge retailer 
plans to develop what it already has. It 
has no intention of becoming a chain 
store, with units here, there and every- 
where. Instead, it expects to broaden its 
always extensive mail order business, and 
to widen the scope of its service by mov- 
ing into new lines. It will have a much 
more extensive home appliance center, 
for example, featuring several leading 
brands including one of its own. It is 
already a factor of considerable impor- 
tance in the private plane field. 

Larry Sizer is a big man who moves 
with the ease and quickness which makes 
one forget his size. Informal, quick on 
the trigger and forthright, he’s in con- 
siderable demand as a speaker at meet- 
ings. of both retail and national adver- 
tising groups. And while he obviously 
has no intentions of deserting the retail 
field, he admits readily that he could do 
a devil of a lot better job in agency work 
now than he could before. Agencies and 
others in the national field are convinced 
of the value of retail training, too, he 
says. He knows they are because of the 
regularity with which they pick off mem- 
bers of his staff. 


lhe Pay- Of NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


PROFESSIONALLY SET ADS VS. 
PUBLISHER SET ADS 

What is it that makes one advertise- 
ment pop right out on a page while ad- 
jacent advertisements seem to lack punch 
and personality? 

It’s the way the advertisements are 
set! 

With all due respect to the ability of 
publishers to set mail order advertise- 
ments, it has been thoroughly demon- 
strated that advertisements set by pro- 
fessional adsetters have greater punch 
and attention value. 

Professional adsetters can almost make 
type talk. They know how to put em- 
phasis in the right spot. They under- 
stand the technique of using boxes, bor- 
ders, and run-arounds. They even mor- 
tise certain letters in headings to make 
the type fit tighter or gain more pleasing 
effects. 

As a practical example of the added 
punch you get in a professionally set ad- 
vertisement, we show below the same 
advertisement set first by a publisher 
with a large, well-equipped composing 
room, and then the same copy set by a 
professional adsetter. 

True, it costs money to have your ad- 
vertisements set by a professional ad- 
setter, but it’s worth it. 

If you are spending a total of $5,000 


it’s EASY TO 
Bag ne To 


No dn 


* nd 
cages Institute od. 
THE MAGAZINE INSTITUTE, INC., er, 4010-D 
Plaza, R Center, York 20, M.Y. 


Fig. |. Shows a publisher set advertisement. Note 
how loosely it is set and the lack of effective 
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It’s EASY to Learn to WRITE 


The Magazine Institute offers an up-to-the-minute course it writing 

for ma pong which makes it easy to act started in spare time at 

home. concentrate on either fiction or non-fiction. Send 

tony for tl the CFREE ( E CATALOG describing the Magazine Institute 
No obligation 


THE MAGAZINE secrets. & INnc., 4 yy 
50 Rockefeller Plaza Rocket New York 20,4. 


Fig. 2. Shows same copy re-set by a profes- 
sional adsetter. This advertisement now has 
punch and personality. 


on an advertisement in a group of pub- 
lications, the adsetting charge is small 
compared with the extra results you will 
get. Tests have proven that profession- 
ally set advertisements pull from 5% 

to 50% more replies. 

Further, professionally set advertise- 
ments are more compact. There is no 
spacing between words; no rivers of white 
space running through the advertisement. 
As a rule, professionally set advertise- 
ments occupy less linage. This saving is 
worthwhile if you are using a large list 
of publications. A compact advertise- 
ment is also easier to read. 

If you are running your copy in a num- 
ber of publications, it is an advantage to 
use professional adsetting. Once you okay 
the original set-up, you know that your 
advertisement will appear uniformly in 
each publication. You don’t have to 
check the proofs from a dozen publica- 
tions, indicate the corrections, and hope 
the publisher will make them. If you 
send electros to the various publications 
you merely check the key numbers. 

The advertisement shown in (Fig. 2) 
was set by the Harry Baird Corporation, 
Chicago, to show you the difference be- 
tween professionally and publisher set 
advertisements. 
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Moves Ad Department 


The advertising department of 
American Fruit Growers, Inc., has 
moved its offices from 1425 S. Ra- 
cine Ave., Chicago, to 122 E. 
Seventh St., Los Angeles 14, 


Madely Promoted 


F. J. Madely has been appointed 
assistant general manager of East- 
ern Steel Products, Preston, Ont. 
He has been associated with the 
company for the past 18 years. 


RAILROADS! 


@ If you want to do business with the oil 
man . . . want to sell him terminal sites, 
refinery sites, freight-hauls, long-haul plush 
rides . . . cultivate him through his paper . . . 


PETROLEUM 


REFINER 


Houston 
Chicago 


New York Cleveland 
Tulsa Los Angeles 


Insurance Buyers Want 
Facts in Their Ads 


Facts about the various types 
of policies were listed by 74% 
of the families in an American 
Magazine survey in answer to the 
query “what kind of information 
would you like life insurance 
companies to give you in their 
advertising?” 

The survey of the magazine’s 
readers also found that 57% 
wanted recommendations for fam- 
ilies of varying sizes and incomes, 
54% wanted facts about the com- 
pany, 44% were interested in 
benefits of insurance, and only 
25% in information about the per- 
sonal health of the family. “The 
limited knowledge of their own 
insurance company’s name is at- 
tested to by the fact that well 
over half of the families answer- 
ing didn’t fill in the blank for 
company name,” the report points 
out. 


Appoints Louttit 

Del Pesco Systems, Philadel- 
phia, has appointed T. Robley 
Louttit, Providence, to handle its 
advertising. 
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They say the fishing’s good—climate’s wonderful— 
but they can’t stand another day without 
the Buffalo Evening News.’’* 
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Advertising Age, September 23, 1946 


GENERAL WOMEN 


STANDARD 


7 1946 — 1945 r— 1946 —~ 1945 a— 1946 —. 1945 
AUG SEPT SEPT AUG SEPT SEPT AUG SEPT SEPT 
MAGAZINE 1800- 
LIWAGE TREND 
ae roy 
OUTDOOR SUVENW/LE WEEKLIES CANA DOL(AN 
-—1946——. 1945 
AUG SEPT SEPT AUG. SEPT SEPT JULY AUG AUG AUG SEPT SEPT 
175- 60- 1500- 
150- 1400- 
125- 1300 ~ 
100 - 1200 - 
SEPTEMBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 
m—1946———, 1 -———_1945__ m——1946———.  ———_1945-__ 
Pages Lines ages Lines Pages Lines Pages Lines 
GENERAL True Story ....6.% . 62.1 26,655 76.9 33,000 
Ace Fiction Grp.... 6.5 1,379 8.0 1,767 | Vogue (2 issues) . 471.7 298,117 304.7 192,600 
American Magazine. 70.6 29,642 70.0 29,391 | Woman’s Day ..... 40.4 17,322 43.7 18,754 
American Forest .. 12.1 5,082 10.7 4,480 Woman’s Home 
American Home .. 68.2 43,080 68.2 43,080 Companion ...... 79.3 53,841 63.5 43,205 
American Legion . 24.0 10,056 24.0 10,130 
Asia & the Americas 2.2 958 1.3 572 Total Group .... 3,427.9 1,770,624 3,048.0 1,510,239 
Better Homes & STANDARD 
er 101.3 63,993 62.7 39,613 | American Mercury 4.6 843 8.2 1,498 
¢Christian Herald... 28.6 12,278 28.7 12,073 | Atlantic Monthly . 27.3 11,445 44.0 18,480 
COLUMIDIN occcccess 3.5 2,404 7.4 5,056 | Harper’s Magazine. 31.0 7,389 51.5 12,271 
Cosmopolitan ..... 84.2 36,103 82.2 35,263 : 
Dell Detective Grp. 15.7 6,762 20.5 8,793 Total Group .... 62.9 19,677 103.7 32,249 
Dun’s Review ..... 43.2 18,540 49.5 21,246 OUTDOOR 
Sy as Open 11.3 4,862 17.0 7,182 | american Rif 49.5 20,804 29.4 12,362 
Esquire (Natl.).... 103.9 69,832 78.3 52,606 n oman . , . , 
Extension ........ 15.5 10,703 15.8 10,551 | Field & Stream ... 84.3 36,175 176.3 32,056 
Fortune .......... 150.9 95,353 198.0 125,136 | Fur-Fish-Game ... 21.0 8,991 21.3 9,154 
Grade Teacher, The 44.6 19,660 37.5 16,553 | tHunting & Fishing 29.4 12,618 25.8 10,831 
House Beautiful 121.5 76,810 107.4 67,894 Phas wee Life .... be 31,538 bg ye 
House & Garden .. 93.9 59,356 148.2 12,771 eae pd OS or ges gree 1.2 8,892 
r : " iy . ,880 | 2 SPOFre .........- * r tanar | - Sees 
jo — lara 380 25078 363 24310 tSports Afield ..... 70.0 30,045 54.9 23,056 
— nelle ane 7,870 20.9 8,947 Total Group 346.2 147,934 293.7 123,561 
Mechanix JUVENILE 
Illustrated ...... 63.7 14,269 58.3 13,067 | tAmerican Girl 20.5 8,800 15.0 6,328 
Motor Boating .... 95.3 56,032 92.4 54,329 Boys’ Life .. teteee 20.3 13,751 28.0 19,016 
National Geographic 33.0 7,812 33.0 7,812 7Calling All Girls.. 47.4 19,921 32.8 12,494 
¢Nation’s Business. 51.3 22,016 69.9 29,338 | Child Life ........ 6.6 2,759 5.3 2,235 
Nature Magazine .. 4.1 1,759 4.0 1,711 | *Famous Funnies . 6.0 2,322 3.0 1,161 
pti ters ad ae's 22.0 14,960 7.3 4,930 | Open Road for Boys 15.4 6,462 16.5 6,930 
Popular Mechanics. 146.1 32,732 121.6 27,244 | *bTrue Comics 4.3 1,625 
Popular Publications 16.6 3,726 13.7 8,075 
Popular Science ... 134.5 30,128 140.3 31,437 Total Group .... 116.2 54,015 100.6 48,164 
OE OTS 44.4 19,061 59.0 25,293 WEEKLIES—AUGUST 
Rotarian ......... 10.7 4,571 14.5 6,067 | American Weekly . 53.0 52,984 57.1 57,087 
Scientific American 8.7 3,735 22.4 9,622 Business Week 327.1 137,368 300.8 126,332 
Street & Smith All cChristian Advocate 15.2 6,361 16.9 7,108 
Fiction Grp. .... 3.0 558 3.5 Py eae 188.7 128,322 175.0 119,002 
ee 62.3 26,191 35.0 V4,766 | GONE oc dcvicccesves 102.0 43,762 88.0 38,110 
*Thrilling Group .. 18.0 4,023 | dFamily Circle 39.9 17,110 50.7 21,733 
Town & Country .. 245.2 164,766 151.0 OTe ie Lr ere 23.8 10,221 48.1 20,623 
oo Percy's 52.0 22,291 36.8 oe 2s Seer. 23.0 24,153 36.5 23,403 
po err 108.1 63,563 89.8 52,802 | aLiberty .......... 92.3 39,616 148.1 63,532 
A ee 243.0 164,465 199.0 135,857 
Total Group .... 2,181.8 1,098,454 2,083.8 1,007,285 | gLook ............ 60.0 40,830 78.0 53,038 
wommn Newsweek ........ 220.5 92,618 219.9 92,337 
GEE, 64 d06000800% 210.0 90,090 180.0 77,220 “oo 14.3 97,181 85.9 73,010 
Glamour 660000880 277.5 119,047 176.0 75,506 aNew Yorker tele tft 199.2 85.454 176.9 75.903 
Good Housekeeping 158.2 67,875 136.3 58,457 *Pathfinder ....... 25.2 10,816 42.4 18,241 
Harper’s Bazaar 290.6 183,682 192.7 121,800 ig 14.4 10,325 23.3 16,682 
ROMANE S- 6ciescs.s U4 13,168 17.4 13,159 aSaturday ‘Bvening ‘ < 4 : 
ee eg seveese 19.5 18,818 19.7 13,457 aoe 11.7 211,931 231.0 157,046 
EEE, Sccedacss 132.2 89,884 96.7 65,750 ge yoo te nga 36 0 15.332 37 0 15,808 
Mademoiselle ..... 240.8 103,317 229.0 98,241 | smnis Week : . . - 
Na rakeens ss 59 93.8 63,811 80.9 54,997 Magazine ....... 37.0 31,471 33.3 27,468 
(MM) anes 413 17.796 63.3 27,154 | Time -sseceeeeeees 272.1 114,280 278.5 116,972 
“wii wien ' ’ ; , United States News 159.7 67,057 247.0 103,757 
PR amg eithess? ins pot poy ag nee Total Group ot 2,558.1 1,401,657 2,573.4 1,363,044 
4 4 7 ’ o nceliude n totais. 
Movieland ........ 33.1 14,214 35.2 15,103 +Page size changed since last year. 
MROTee TAGE ciccdvce 31.7 13,578 41.1 17,629 aFive issues 1946; four 1945. 
Movie Show ....... 36.8 15,794 39.7 17,045 bNo September 1945 issue. 
Movie Stars Parade 31.9 13,707 41.1 17,629 cFive issues both years. 
Movie Story (F) 61.0 26,169 71.9 30,833 dThree issues 1946; four 1945. 
DOMES Kon cxeaessss 31.6 13,564 41.8 17,929 eBegan publishing every other week—June, 1946. 
Parents’ (N. Y fFour issues 1946; five 1945. 
Metro Ed.) ...... 106.0 45,478 111.8 47,950 ee ee — oa 
’ , rs ssue e ° e 
- Senate ye oy be wee: ease tIncludes soaas in issues sold in combination with 
Photoplay (Mac) 69.7 29,896 70.7 30,319 Sere Som. Reman. 
Promenade ........ 67.9 29,145 66.4 28,489 pun 04 ——1945—_——., 
Radio Mirror (Mac) 39.3 16,876 46.3 19,872 Pages Lines Pages Lines 
*Real Romances 22.1 9,517 23.3 10,025 Canadian Home 
*Real Story ....... 22.1 9,517 23.1 9,916 TS ne 56.0 38,058 46.0 31,256 
Screen Guide ..... 32.8 22,295 28.6 19,423 Canadian Homes & 
Screenland Unit ... 37.4 16,044 39.5 16,947 Gardens ........ 53.7 36,067 43.7 29,390 
Screen Romances... 45.6 19,576 70.2 30,117 | Chatelaine ........ 55.5 37,754 45.2 30,762 
ED 555% o6804.0'0 17.7 7,496 22.5 9,729 | *tLiberty ......... 45.8 19,644 40.2 17,232 
Seventeen ........ 197.9 134,599 101.2 68,797 err teeeeeeee 82.3 55,880 65.3 44,430 
’ ationa ome 
Sag hee osc a eee uel ll 41.9 28,476 30.7 20,858 
(PF) ey RE tea 58.3 25,013 70.3 30,146 New World ....... 34.4 23,420 37.1 18,431 
True Bxperiences : Revue Moderne, La 24.9 16,912 22.5 15,329 
(Mac) 40.8 17,508 49.8 21.349 Revue Populaire, La 37.1 25,941 32.1 22,474 
mane. , ’ . ’ *Samedi, Le ...... 27.7 19,416 29.6 20,712 
Romance (Mac).. 41.0 17,632 48.8 20,953 Total Group 459.3 301,568 382.4 250,869 
True Romances *August linage. 
CREEP oa dcie.c 602 0% 42.1 18,047 50.2 21,520 +Five issues 1946; four 1945. 


Appoints F&S&R 


Wayside Gardens Company, 
Mentor, O., has placed its adver- 
tising with Fuller & Smith & Ross, 
Cleveland. Shelter and garden 
magazines will be used. 


Hotels Name Cantor 

The Miama Beach office of Solis 
S. Cantor Advertising Agency has 
been appointed to handle the ad- 
vertising of Vanderbilt Hotel and 


ail Arms Hotel, Miami Beach, 
a. 


The agency has moved its Phila- 
delphia office to larger quarters at 
1711 Walnut St. 


Apponaug Names Metcalf 


Apponaug Company, Apponaug, 
R. I., textile finisher, has named 
George T. Metcalf Company, 
Providence, to handle its advertis- 
ing. : 


Switches to CBS 


The Carnation Company, Mil- 
waukee, which sponsors a day- 
time serial, “Lone Journey,” as 
well as the Monday night “Con- 
tented Hour” on NBC, is switch- 
ing “Lone Journey” to CBS start- 
ing Sept. 30. This will be the 
first time Carnation has used CBS. 
Agency for the serial, which ad- 
vertises evaporated milk and 
— dog food, is Erwin, Wasey 
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Wyatt Readies Prefab 
Home Plan for Veterans 

WASHINGTON—The town bursts 
with reports that housing chief 
Wilson Wyatt will pull a rabbit 
out of his hat, in the form of a 
fully-developed plan mobilizing 
the aircraft industry behind mass 
production of aluminum sheet pre- 
fab houses for veterans. 

During the past three weeks, 
Wyatt agents discussed mass pro- 
duction of wall and roof panels for 
the so-called “Lincoln” house with 
representatives of the Douglas, 
Consolidated and- Goodyear air- 
craft companies. A smaller con- 
tract, for 10,000 of another type 
is supposed to be ready 
for McDonnell Aircraft, St. Louis. 

Using the “guaranteed market” 
plan, the government would 
underwrite 90% of any loss the 
plane makers incur on unsold 
units. Two-bedroom houses, sell- 
ing for less than $4,000 installed, 
probably would be _ distributed 
through industrial engineering 
firms, equipped to install concrete 
foundations enmass, 

On the radio recently Mr. Wyatt 
promised prefabs from six to 
eight big firms by the first of the 
year. While plane makers debated 
whether to bid for housing busi- 
ness, Wyatt has asked War Assets 
to delay disposal of 50 plants that 
might be used in the mass pro- 
duction program. 

* * * 


As FTC warms to the original 
Wilsonian assignment of “help- 
ing” rather than “prosecuting” 
business, it will rid itself of trust 
busting activities that have en- 
croached on the Department of 
Justice. President Truman feels 
case-by-case prosecution of com- 
mon unfair trade practices is 
clumsy, Now FTC will “corral’ 
well meaning business men under 
“codes,” while legal sharpshooters 
pick off strays who use cutthroat 
tactics. 

* * * 

President Truman must decide 
how much or how little the public 
is to know about the annual “busi- 
ness forecast” that the new Coun- 
cil of Economic Advisors prepares 
under the so-called “full employ- 
ment” bill. Busy  circularizing 
government and private organi- 
zations for vital economic indi- 
cators, council members feel they 
are merely “hired help” and that 
the President remains free to use 
what he pleases of their work in 
his January budget message. 


* * &* 


The Food & Drug Administra- 
tion has always been a tough out- 
fit to “beat,” but it is proving par- 
ticularly difficult in its drive 
against “emmenagogues,” prepara- 
tions advertised in the “pulps” for 
women. In some cases the gov- 
ernment charges failure to make 
full disclosures on labels. Where 
there are unquestionably full dis- 
closures, Food & Drug is on the 
other side of the fence, arguing 
that the disclosures are false. 


* * * 


By last weekend, only a dozen 
individuals, mainly from veterans’ 
organizations, had owned up to 
the fact that they were lobbyists, 
and had registered their affairs 
with the clerk of the House of 
Representatives. Many trade as- 
sociations take the position that 
they are not “primarily” inter- 
ested in influencing legislation, so 
they need not comply. With the 
cotton lobby, the silver lobby, and 
others that were so much in evi- 
dence this spring now very silent, 
the American Legion is demanding 
a new act which will leave no 


By STANLEY E. COHEN, Washington Edit 


escape for 
ists. 


“enterprising” legal- 
* * * 


James G, Rogers Jr., one of the 
last of the wartime home front 
“mainstays,” quietly pulled out of 
OPA with only the admission that 
he was returning to his Pound- 
ridge, N. Y., home. Since he was 
a former Benton & Bowles vice- 
president and general manager, 
and an intimate of Chet Bowles 


through three years of price con- 
trolling, there was reason to specu- 
late his eyes were on the Bowles 
candidacy in Connecticut. This 
candidacy died aborning Tuesday 
when the state convention nomi- 
nated Lt. Gov. Wilbert Snow as 
Democratic gubernatorial candi- 
date. 
* co * 

As the Bureau of the Census 
and the Scripps Foundation for 
Research in Population Problems 
see it, all things being equal the 
population of the United States 
will reach a peak of 165,000,000 
in 1990. Details of the composi- 
tion of the population from 1945 
to 2000 A.D. are estimated in a 
Census revision of a report by 
Warren S. Thompson and P. K. 
Whelpton, criginally published in 


1943 by the now-defunct National 
Resources Planning Board. 


Koppers Names Rader 


Charles O. Rader, formerly sales 
manager and assistant to the di- 
vision manager of Lever Brothers 
Company in Pittsburgh, has joined 
the public relations section of 
Koppers Company, Pittsburgh. His 
chief assignment will be adver- 
tising, merchandising and sales 
promotion plans for Koppers prod- 
ucts sold through retail and com- 
merial fields. 


Launches Flour Drive 


Centennial Flouring Mills Com- 
pany, Seattle, is launching a cam- 
paign for Centennial Silk-Sifted 
flour, based on the theme, “Count 
on Centennial for the best flour 


that can be milled today ... or 


any day.” The series will appear 
mainly in newspapers. The Seattle 
office of Honig-Cooper Company 
handles the account. 


Rice Leaves ‘Eag ‘Eagle’ 

William J. Rice has resigned 
from the display advertising de- 
partment of Berkshire Evening 
Eagle, Pittsfield, Mass., to enroll 
in Middlebury College, Middle- 
ore Vt. Patricia Dillon succeeds 
im. 


To Sponsor Barn Dance 

Pinex Company, Fort Wayne, 
Ind., through Russel M. Seeds 
Company, Chicago, has signed a 22 
weeks’ contract, effective Oct. 5, 
with Station WLS, Chicago, for 
participation in the 10 to 10:30 
p.m. portion of the WLS National 
Barn Dance program aired each 
Saturday. 
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president, handles the account, and 
Kenneth W. Paul and Si Costa are 
art director and copy group head, 
respectively, working on the cam- 
PRaign. 


Publishers’ ‘46 
Profits Higher, 
Analysis Shows 


New YorK—Although rising 
costs probably will narrow mar- 
gins further in the second half of 
1946, earnings of many publishing 
concerns will increase considerably 
this year because of the tax fac- 
tor, Standard & Poor’s Corpora- 
tion reports in its latest analysis of 
the printing and publishing fields. 

Factors that contributed to pro- 
duction delays and resulted in a 
modest cut in ad expenditures 
during the late spring months “are 
being rapidly erased,” the com- 
pany says. Consumer goods out- 
put is advancing and indications 


are that ad budgets will be re-|- 


vised upward to meet “the keen 
competition for the consumer’s 
dollar that lies ahead.” Total ad 
volume this year, it adds, should 
equal the estimated $2,386,000,000 
of 1945 and “may moderately sur- 
pass this figure.” 

Improvement in paper stocks 
permits more discrimination in se- 
lecting media, Standard & Poor’s 
observes, adding that “the en- 
trenched publications in the maga- 
zine field appear to be favorably 
situated to capture the largest 
share of magazine advertising at 
the expense of the more marginal 
publications, much of whose heavy 
wartime advertising stemmed from 
the overflow of demand.” 


Rising Cost Trend Seen 


Profit margins have been 
trimmed by intensified promo- 
tional campaigns, higher wage and 
salary costs and the increased cost 
of paper, the survey states. “For 
example, Time’s margins were 
hurt badly by heavy expenditures 
for new equipment in its circula- 
tion department as well as higher 
operating costs, while Curtis in- 
curred abnormally heavy costs in 
launching Holiday. On the other 
hand, McCall and Conde Nast re- 
ported higher pretax earnings in 
the first half year, despite higher 
costs. Generally, a rising cost 
trend is expected to continue over 
the remainder of the year, with 
the result that margins will fall 
short of 1945 spreads.” 

Cancellations of some sponsored 
programs during the summer 
months are likely to reduce third 
quarter sales in network radio but, 
the company says, “prospective 
rate increases in the fall should at 
least maintain full-year reve- 
nues.” Heavy development costs 
for television and high program 
costs are cutting margins “rather 
severely,” and sharply lower op- 
erating income is in prospect. 
“Nevertheless, elimination of the 
excess profits tax will improve 
and Columbia is ex- 
pected to maintain dividends at 


the recently increased 50-cent 
quarterly rate.” 
Production in the printing 


equipment industry is picking up 
and sales are expected to be re- 
stored to satisfactory levels later 
in the year, Standard & Poor’s re- 


REST where 
it is COOL 


ports. Printers and printing ink 
concerns are expected to attain a 
favorable level of sales because of 
improving paper supplies and ex- 
= of paper packaging, it 
adds. 


Ads Feature Seaforth 


Alfred D. McKelvy Company, 
New York, will use Life, News- 
week, The New Yorker and Time 
this fall with both color and black- 
and-white insertions ranging from 
full to quarter pages to promote 


Seaforth’s men’s toiletries. The 
campaign will feature a new Sea- 
forth theme, “Reflections of Good 
Taste.” Morse International, New 
York, is the agency. 


Has New Pressure Cooker 


Revere Copper & Brass, New 
York, will announce a new pres- 
sure cooker in October issues of 
American Home, Better Homes & 
Gardens, Good Housekeeping, 
Gourmet, New York Times Maga- 
zine, Parents’ Magazine and Wom- 


an’s Home Companion. St. George 
& Keyes, New York, is the agency. 


Barclay Elects Corbit 


Ross Corbit, vice - president of 
Jas. Barclay & Co., Detroit, since 
1941, and manager of monopoly 
states, has been elected president. 


Gets Helicopter Account 


New England Helicopter Serv- 
ice, Providence, has placed its ac- 
count with T. Robley Louttit, 
Providence. 


65 


Morpurgo Moves 


Henry von Morpurgo & Co. has 
moved to new offices at 406 Sutter 
St., San Francisco. 


Complete line of artists’ materials 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave., Cen. 3373, Chicage 1 
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You can’t tie a girl like Teena down. 
Restless, energetic, she’s always up to 

something. Not old enough to be set 

in her ways, our girl Teena has her 

eyes and her mind wide open. She 

wants to know about books and boys, 
.. musi¢é and fashions. She’s eager to 

learn how to cook and sew, succeed 
~ and travel. She’s wondering about a 
| home of her own and the world she 
and her teen-mates will inherit. For 
our girl Teena is constantly on the 
lookout for new ideas and new ways 
of doing new things. What you have 
to say may be nothing new to Teena’s 
mother or her older sister, but it’s news 
to Teena, so tell her about it in the 


magazine she reads and believes — 


850,000 and still growing! 
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THE ADVERTISING MARKET PLACE 


The rates for this department are as follows: “Help Wanted,” 
and “Representatives Available,” 50 cents a line, minimum charge $2. 


Advertising Age, September 23, 1946 


HELP WANTED 


“Positions Wanted,” “Representatives Wanted,” 
Figure bold face heads 25 letters and 


spaces per line; light body face 34 per line. Box numbers add two lines. Terms cash with order. Forms close 


Thursday noon, 11 days preceding publication date. 


Display advertisements take card rates. 


America. 


A TOP SPACE SALESMAN 


for national advertising accounts. Restau- 
rant equipment — food manufacturers and 
suppliers. Must be thoroughly experienced. 


Remarkable opportunity that should appeal 
only to the number one man in this field in 


Box 6575, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


WANTED: A Writer! 

If you are not now one of the $12,- 
000 boys, but want to be qne.... 
If you have imagination and ideas 
and can express yourself without 
becoming a word mechanic, here is 
an opportunity to work on a BIG 
ONE with a tough selling job ahead. 
... If this sounds like a future to 
you, give us a word picture of 
your entire background in not more 
than 50 words and perhaps you'll 
get an answer. 

Box 8425, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


RETOUCHING ARTIST WANTED 
Good opportunity and salary with 
studio doing only high class work. 
Must be capable of handling photo- 
graphic and mechanica? retouching. 
Midwestern city. Permanent posi- 
tion. Write giving qualification de- 
tails and other helpful information. 
Box 8455, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


but thore have been 


many changes since 1939 ... changes 


So MODE ISLAND 


REVEALED BY MILL & FACTORY’S 


CENSUS OF MANUFACTURERS 


Things happened to the always well-rated 
Rhode Island market during the war. And, 
changes have occurred since war’s end . . . changes 
in manufacturing interests, changes in buying per- 
sonnel within plants. Factories opened, factories 
shut-down. 

If you want today’s complete picture of the 
Rhode Island industrial market, here it is — ac- 
curate, up-to-the-minute, “inside” facts about all 
changes. Another section of the unique Mill & 
Factory Census of Manufacturers . . . the continu- 
ing study of America’s industrial market areas , 
begun over 2 years ago! _ 


RHODE ISLAND INDUSTRIAL MARKET «© : 


NOTHING LIKE THE M&F CENSUS oo abel dae, ee 
For Ending Guesswork Worthwhile No, Receiving No, Copies 
H H P ants . . . . 
about Markets and Circulation 2 Rated over $1,000,000 86 au 135 
; i in- 750,000 to 1,000; 

5 Mill & Factory gathers its facts from the “in ty i RS re re 
side” of industry. Only Mill & Factory is in a 200,000 to 500,000 32 All 40 
practical position to do this. It is the only general ee 443 120 
industrial magazine having a long-established co- 217, 330 428** 
operating relationship with informed men in *Mainly the important unrated plants. ** Tests show 5 
every significant trading area or 6 plant executives read each copy of Mill & Factory. 


| ga LET EE PRON 


Representatives Who Do Not Need to Guess! Valuable Market Facts, Free 


The 1450 salesmen of 135 important local indus- 


trial distributors cooperating in the mutually ben- Wr bh for any or all of these area studies. More 
eficial Mill & Factory Plan KNOW the answers. Vailable soon. 
They know exactly which plants, and how many, BALTIMORE ROCHESTER 
are worthwhile ... KNOW what men have buying aa aw? B a nay) 
authority and influence . . . KNOW within a few (Erie and Niagara Counties) (St. Louis County, Mo., 
: DETROIT St. Clai 
days when men move up, down, in, or out. And, Taco and Ocklond Counties) &. Clair sod Madison 
these salesmen notify Mill & Factory of changes jwp1aNnapouis aunaes 
at once for a selfish reason. They make sure to PR. (Summit County ) 
designate only real buying factors to get Mill & (Lehigh and Northampton campers on 
Factory, because distributors pay for every copy! Counties) 104880 
; : f PITTSBURGH 
What an assurance of effective, all-working cir- (Alleghany County) (Lucas County) 
; 0 Mi i HARTFORD ae 
= this red & Factory Plan and Census gives __ 
an advertiser! YORK, PA. STATE OF COLORADO 
oo WORCESTER 
eel Tuirfield County) (Worcester County) 
SYRACUSE LANCASTER 
(Onondaga County) (Lancaster County) 
CLEVELAND GRAND RAPIDS 
(Cuyahoga County ) (Kent County) 


CONOVER-MAST CORPORATION — 205 E. 
42nd St., New York 17; 333 No. Michigan Ave., 
Chicago 1; Leader Bldg., Cleveland 14; Forrest C. 
Pearson, 448 South Hill Street, Los Angeles 13. 


National advertising space sales- 
man wanted by long established 
publishers representative of maga- 
zines and newspapers, to work 
on Chicago and midwestern ac- 
counts. Want neat appearing, per- 
sonable man, with confidence in his 
ability. Must be qualified to call on 
national advertisers and their agen- 
cies and produce business. Attrac- 
tive salary. Write giving experi- 
ence and qualifications. Address: 
Box 8450, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MANUFACTURERS AND 
ADVERTISING AGENCIES 
EAST OR WEST COAST, 


Your Attention, Please! 


Advertising Manager of large Mid-west 
manufacturing concern turning out ges | 
industrial equipment and wide variety o 
consumer products must consider change 
: locality due to threatened sinusitis 


ADVERTISING & PUBLISHING 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential Intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 
30 W. Washington St., Chicago 2 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


WANTED — Man to write patent 
medicine advertising. The work may 
be done in your own home. World’s 
Medicine Co., P.O. Box 573, Colum- 
bus, Ohio. 


ADVERTISING ARTIST FOR 
AIRLINE 


Major airline needs young artist ca- 
pable of producing fresh, modern 
layouts for booklets, folders, cards 
and space advertising. Some finished 
art. Please give personal history, 
training, experience, present posi- 
tion and salary expected in first let- 
ter. Write: 

Box 8464, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING PRODUCTION MAN 
NEEDED BY MAJOR AIRLINE 


Should have thorough knowledge of 
all graphic arts processes. Must be 
able to purchase plates and print- 
ing for direct mail and space adver- 
tising; supervise and keep cost rec- 
ords of such production. Give 
personal history, experience, present 
— and salary expected in first 
etter, 

Box 8465, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MAJOR AIRLINE NEEDS 
ADVERTISING COPYWRITER 


Must have creative ability to plan 
and. write booklets, folders and gen- 
eral direct mail pieces and work 
with artist and production man in 
producing same. Please give per- 
sonal history, training, experience, 
present position and salary expected 
in first letter. 

Box 8466, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ARTIST WANTED 
Substantial north-central advertis- 
ing agency handling only national 
accounts has unusual staff opening 
for experienced general artist. Must 
be expert at lettering and typo- 
graphic layout, also good at re- 
touching. Small city. Permanent. 
Previous agency or printing firm 
experience essential. Samples later. 
Box 8459, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


NOTICE 


Free-lance layout man with 
national experience desires 
permanent space-work ar- 
rangement with medium 
size agency, high class 
printer or studio where his 
identity may be retained. 
Requires minimum of 20 
hours a week. 


Box 6571, Advertising Age 
100 E. Ohio St., Chicago II, 


CHICAGO ONLY 


Opportunity 
Radio Television News 


Advertising representative to 
sell in New York area. Excellent 
commission basis. Must be ac- 
quainted with Ad agencies and 
radio stations. Reply with full 
details about yourself with ref- 
erences. 
Box 6569, Advertising Age 
100 E. Ohio St. 
Chicago I}, Ill. 


to the Cleveland region). 


In less than a decade in my present posi- 
tion, have justifiably expanded advertising 
budget to nearly half a million dollars 
with complete charge all widely diversi- 
fied campaigns in trade and consumer 
ublications. Also created and directed 
ighly successful employee magazine, han- 
dled public relations supervised all man- 
ner other jobs that lie both within and 
without scope of well-staffed advertising 
department. 


Can command and get cooperation from 
associates and suppliers. Have reputation 
for abhorring the slipshod and shoddy. 
9 years’ prior experience includes manu- 
facturing, advertising agency and news- 
paper work; also, more than _ 1,000,000 
words of original writing published. 


Purely personal. . . + Am just at the stage 
where "Life Begins—''. o domestic ties 
to hold me to a ones locality. Am not 
looking for a small-time or sleepy job but 
one where reputed ability to devise cam- 
paigns, produce practical ideas and work 
them through the mill are of first impor- 
tance. Want a worthwhile but not unrea- 
sonably-exorbitant salary. 


There are ‘‘extra dividends'' however, 
which can wait until hearing from you. 
In your reply would like to know (1) 
nature of position available, (2) scope for 
putting good and creative work into it, 
(3) backing and support given me in such 
endeavor, (4) salary offered and future 
Prospects. Short term possibilities are of 
no interest to me. Reply: 


Box 6572, ADVERTISING AGE 


100 E, Ohio Street, Chicago II, Illinois 


eee eel 
eel 


4 


Object — 
AGENCY 
MERGER 


—to win the Battle 
Against BIG Competition 


Our agency is well-financed, well- 
staffed, fully recognized. Our 
clients are diversified—have been 
with us an average of eight years. 
The two biggest, over 15 years.) 

t year’s $700,000 billing netted 
the three partners substantial five- 
figure incomes. Under ordinary 
circumstances we would be more 
than satisfied with the status quo. 


But we believe the coming competi- 
tion for sales — and clients — calls 
for BIGNESS! That is why we 
would like to hear from _ other 
agencies in our class who might be 
interested in a merger with the 
eventual objective of three to five 
million in billing; more if possible. 
No ‘‘weak sisters” need apply. 
New York agencies preferred, since 
we are in New York and feel that 
greatest operating economies can be 
effected that way. Write, in con- 
fidence, to 


Box 6550 


ADVERTISING AGE 
330 W. 42nd Street 
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New York 18, N. Y. 


“ONCE IN A LIFETIME” 
OPPORTUNITY 


Exclusive National Licensee Rights— 
on Quality Alkalizing Carbonated Spe- 
cialty Drink . .. Has Everything :: : 
MERIT : : FLAVOR : : NAME : : 
PROFITS... (not a 12 oz. bottle—or 
a Cola) a Drink that S-T-R-E-T-C-H-E-S 
Sugar. Established before hostilities— 
now being bottled—and proven suc- 
cessful in the most competitive market. 
Potentialities too immense to handle 
by Present Management in its entirety 
—and who desire to cyncentrate their 
efforts on the manufacture of the Fla- 
vor ... and to place its Granting of 
Franchises for Bottling, Merchandising 
and Advertising with a responsible— 
aggressive Agency or Organization on 
an Exclusive Franchise or License Ba- 
sis. This is a REAL PRODUCT—THIS 
IS A REAL OPPORTUNITY—FOR A 
REAL ORGANIZATION. Inquiries in- 
vited only from an Agency or Organi- 
zation experienced in this field, and 
showing evidence of capability and 
financial responsibility. Kindly write 
us full details in your first letter. 
Box 6570, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


-—————£ver Need-—-————, 
a Rush Job Copywriter? ; 
Woman 14 poom oumnee, newspaper ex. 


nce. Comfortably employed. Offers , 
Ip with “Ilttle stinker” jobs. Copy aad | 
layouts. Saturdays—Evenings—City 


330 W. 4ind ‘St, New 18, N.Y. 


i 

I 

Box 6647, ADVERTISING AGE 1 
York i 

2 


1 
L -- 


WOMAN 


who has had experience as 
copy writer to be trained as 
head of retail advertising divi- 
sion of resident buying office. 


5 days. 
Mr. Beckerman 
Irving C. Krewson Corp. 
225 W. 34th St., New York 
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HELP WANTED 


POSITIONS WANTED 


POSITIONS WANTED 


POSITIONS WANTED 


LAYOUT MAN, Plan-Ideas... 
ADV. MGR., Automotive..... 7,500 


MKT. RES’CH, Cons’r Gds.... 7,500 
COPYWR’R, Consumer Gds... 7,500 
COPYWRITER, Refr’ation... 7,500 
SALES PROM., Home Appl... 6,500 
LAYOUT MAN, Artists Agy... 6,500 
ADV. MGR., Book Pub....... ,000 
ART DIRECTOR, Publisher.. 6,000 
EDITOR, New Publication... ,000 
ILLUS’TOR, Adv. Art Agy.... 6,000 
EDITOR, House Organs...... ,200 
COPYWRITER, Radio Mfrs... 4,500 
COPYWRITER, Hardware... 4,50 


THE HONES COMPANY 
14 E. Jackson Blvd., Suite 1515, Chgo. 


HOUSE ORGAN EDITOR: 
Large Midwest Manufacturer in 
small community wants young man 
to plan, write, and supervise publi- 
cation of trade and employee house 
organs and other direct mail. Jour- 
nalistic or advertising experience or 
training required. Excellent oppor- 
tunity to grow. 

Box 8458, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING SPACE SALESMAN 
for established trade journal, Fine 
opportunity with substantial com- 
pany. Write full reply including 
past exp., references, salary, etc. 
Box 8468, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


EDITOR’S ASSISTANT — Opening 
with substantial journal in marine 
field for experienced man. Write full 
reply including past experience and 
details of editorial work in which 
experienced; references; salary. 
Box 8469, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y 

COPYWRITER WANTED 
To work in advertising department 
of large national advertiser, leader 
in field, located in Kansas City, Mo. 
Requirements: General background 
in consumer and trade advertising 
and national advertising procedure. 
To apply write to Jack W. Laemmar, 
Foote, Cone & Belding, 919 North 
Michigan Avenue, Chicago, Illinois, 
or phone Superior 4800. 


ARTIST WANTED 
To work in advertising department 
of large national advertiser, leader 
in field, located in Kansas City, Mo. 
Requirements: Good creative ability, 
general experience in layout art, 
point of sale material and national 
advertising procedure. Very little 
finished art required. To apply write 
to Jack W. Laemmar, Foote, Cone & 
Belding, 919 N. Michigan Avenue, 
Chicago, Illinois, or phone Superior 


POSITIONS WANTED 
SPACE SALESMAN AT LIBERTY 
1945 sales $4,000 per month. All new 
business. Knows Midwest Agencies 
and Industrial accounts. 
Box 8456, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WANTED 
ROOM near the top 


BIG ENOUGH for a seasoned market- 
ing-advertising executive to devise and 
direct selling procedure that will en- 
able you to put your finger on results. 
Successful performance record in every 
phase of printed and personal selling 
... With media, mail order, agency and 
manufacturer. Good researcher. Solid 
analyst. Sound merchandiser. Persua- 
sive sales director and _ instructor. 
Commendable personal sales record. 
Fluent speaker. A result getter—not a 
grandstander. Can hop in and do a 
shirtsleeve job of planning, creating 
and executing a complete advertising 
program—and harness it to other sell- 
ing tools needed to get distribution 
and produce sales. Chicago preferred, 
because of housing. If you want ex- 
perience rather than experiments please 
address 


Box 6574, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


SALES MANAGER 
WANTED 


BASIC QUALIFICATIONS — Ade- 
quate background of training in 
modern sales methods; experience 
handling a Sales Department and 
a widespread Distributor organ- 
ization; experience with marketing 
of units having high unit costs; 
as much aircraft background as 
possible, which may include mili- 
tary experience or. private flyin 
experience; unblemished persona 
reputation. 


BASIC OPPORTUNITY—Chance to 
head either Export or Domestic 
Sales Department of established 
aircraft manufacturer with world- 
wide distribution and unexcelled 
products enjoying highest reputa- 
tion. Salary in low five-figure 
bracket to start with further in- 
creases to depend on ability and 
erformance. 

rite full details in first letter 
if possible. 


Box 6576, ey | Age 
330 W. 42nd St., New York 18, N. Y. 


LARGE PRIVATE OFFICE 


FOR RENT 


Excellent downtown location, half-block from 
North Michigan Blvd. Ideal for publisher's 
representative or anyone associated with ad- 
vertising. Write: 

Box 6573, ADVERTISING AGE 

100 E. Ohio Street, Chicago Ii, Iilinols 


ADVERTISING—SALES 
PROMOTION MANAGER 
With background of more than 15 
years in department store, news- 
paper and radio. Thoroughly fam- 
iliar with art, copy, layout, pro- 
duction, research. Age 34; married. 
Seeks permanent connection with 
salesminded mfr. or growing agen- 
cy. Prefer small or med. size city. 
Box 8454, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


RESEARCH DIRECTOR 

Exp. in consumer, market, product, 
opinion, and media research. Now 
assistant to research director in 
large nat. ad. agency—a good posi- 
tion but am equipped for a better 
one. Record includes experience as 
U.S. Government economic analyst, 
and 10 yrs. in selling and merchan- 
dising. Business Administration de- 
gree. Would like to discuss your 
needs & my qualifications. 

Box 8470, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


YEARS OF EXPERIENCE 
With Agency & as Adv. Manager 
creating mewspaper, direct mail, 
trade journal and radio campaigns 
and selling advertising space. 

Box 8461, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
INDUSTRIAL ADVERTISING MAN 
Engineering Bkgd. Bright copy, 
ideas, production exp. Booklets, cat- 
alogs, manuals, direct mail. Full 
time or free lance. LExington 2-9212. 
Harris, 250 E. 176 St., New York 57, 

ee 


TYPOGRAPHER AVAILABLE 
Highly creative, accurate, practical. 
Thoroughly experienced in advertis- 
ing, package, book, magazine format 
and commercial typography. Knows 
contemporary design, all printing & 
engraving processes. Has set typo- 
graphic styles for nationally known 
department stores, publishers, man- 
ufacturers, Seeks full time position 
with Chicago advertising agency, 
printer, publisher or typographer. 
Sixteeen years’ intensive experience 
Taught and lectured on advertising 
typography. Portfolio of distin- 
guished samples. 

Box 8467, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


TO A TOP EXECUTIVE who needs 
A SEASONED ASSISTANT 


This seasoned, able man can relieve 
you of your advertising, public re- 
lations and over-all administrative 
problems. To a busy president or 
vice-president who needs a real fol- 
low-through assistant, I believe I 
have what you are looking for. My 
experience includes advertising, 
public relations and over-all admin- 
istrative work. 


Now 43, I have worked on some of 
America’s largest accounts as an 
Account Executive, Advertising 
Manager, Sales Promotion Executive 
with public relations experience. 
Available immediately. 
Box 8462, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


AGENCY PRODUCTION MAN 
Well versed in all phases of space, 
direct mail production and client 
=e $325-$350 month. Chicago 
only. 

Box 8460, ADVERTISING AGE 

100 BE. Ohio St., Chicago 11, Ill. 


AD MAN AT LARGE 


Alert, all ’round ad man, now & for 
past 10 years Advertising & Sales 
Promotion Manager for midwest 
manufacturer, seeks new outlet for 
his talents. Executive type (but 
hard-hitting), have supervised de- 
partment, planned direct-mail cam- 
paigns, magazine and newspaper 
ads, purchased art, plates, typog- 
graphy, written sales-provoking copy 
publicity releases, radio spot scripts, 
etc. Age 40, married, no children. 
Now located midwest and prefer 
that locale or south. Salary require- 
ment approximately $6,000. 


Box 8463, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED | 


WANTED — PUBLISHER’S REPRE- 
SENTATIVE to represent leading 
regional publication in its field. 
Present commission substantial. 
Must be young, aggressive and have 
agency acquaintance in Illinois, Wis- 
consin, Ohio and Indiana area. Send 
production record, references, photo- 
graph and all essential details first 
letter. Address 

Box 8457, ADVERTISING AGE 

100 E, Ohio St., Chicago 11, Ill. 
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Promotes Tucker 

Mitchell Tucker, manager of the 
market research department of 
Oil & Gas Journal and Petroleo 
Interamericano, has been ap- 
pointed eastern manager, succeed- 
ing Kenneth J. Langley, who has 
resigned to enter business in 
South America. Mr. Tucker will 
ao his headquarters in New 

ork. 


MINNEAPOLIS 


MINNEAPOLIS 


TRIBUNE 


MORNING & SUNDAY 


400,000 DAILY 
465,000 SUNDAY 
BEST READ IN THE UPPER 
MISSISSIPPI! VALLEY 


Rs i} SN ‘ 
Ny veya 
Cy) 


th 


These Dealers Know the Customer Value 
of Capper’s Farmer Readers 


When these leading dealers of Canton, Lin- 
coln County, South Dakota, inspected the 
Capper’s Farmer reader list for their region, 
they judged the folk listed there for their 
customer value. Here’s what they had to say 
about Capper’s Farmer readers— 

“Tt appears to me you have a very good list.” 


Leon Farrell— Druggist 


“‘Capper’s Farmer has as readers all the best farmers 


° J ‘ > 
in this region, 


I, Skyberg—Building Materials Dealer 
No doubt about it, this list of farm family readers 


is very good. 
| sal Reierson—Farm Implements Dealer 


““Capper’s Farmer has very good quality readership 


in this section. 


L. A. Shingledecker—Home Appliances Dealer 


“You couldn’t have a finer list of this county’s best 
onard Visser—Grocer 


farm families.” 


“This reader list is very, very good.” 
2 A. Ww. aumann— Clothing Store 


“The list shows that Capper’s Farmer reaches our 


very good farmers.” H. J. Bekke—Hardware Store 


They’re blue-ribbon folk . . . the 1,300,000 farm families 
who rely on Capper’s Farmer. They take top honors in 


and profitable suggestions they seek. 


off at the sales counter. 


every phase of farming activity, and get top rating in dealer 
surveys. To these successful and practical farm families 
(men, women and youth), Capper’s Farmer is more than a 
mere magazine. It’s a partner in planning ...a teacher of 
tactics ...a spur to success. It’s the one magazine that 


offers them the practical advice, farm-tested information, 


That’s why Capper’s Farmer has such influence in shaping 
the buying preferences of these dominant farm families. 


And that’s why advertising in Capper’s Farmer really pays 


The Farm Magazine That Dominant Farm Families Heed 
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Willys Shifts Division 

The aircraft research and de- 
velopment division of Willys- 
Overland Motors has been moved 
from Toledo to Maywood, Cal. Dr. 
Norton B. Moore, formerly man- 
ager of research of the Aerojet 
Engineering Corporation, has been 
appointed director of engineering 
of the division. 


DECALCOMANIA 
TRANSPARENCIES 


@ NATIONAL INSTALLATION 
SERVICE 
@ COAST TO COAST 
@ NO SUBCONTRACTING 
@ GUARANTEED SERVICE 
Identification Service 


De Wolf *rz,..*rame"saases 


2203 Fairmount Ave., Philadelphia 30, Pa 


Newspapers’ Gross 
Up 47%, Magazines 
100%, Census Says 


Book Publishers 
Gain 28°, Bureau 
Survey Discloses 


‘Washington—Gross receipts of 
magazine publishers doubled be- 
tween 1939 and 1945, and gross re- 
ceipts of newspaper publishers in- 
creased 47%, the Census Bureau 
said last week in reporting early 
returns from the special 1945 cen- 
sus of printing and publishing. 

The report represented the first 
official results from the printing 
and publishing census, but Census 


The 


The MARKET BASKET. super _ 
markets, with twenty-five stores 
in the rich San Gabriel Valley, is 

a potent force in food merchan- 
dising in Southern California. 

Thirteen of these beautiful 
stores are strategically located in 
Pasadena. 

“We know of no other news- 
paper that has a pull comparable 
to The INDEPENDENT” ~— says 
Mr. Neal Ramsey, their Executive 


INDEPENDENT 


“outpulled” every paper 
on our list! 


Mr. Neal Ramsey, 
Executive Vice-President 
The Market Basket Stores 


Vice-President. And he adiliinends 

“Recently we conducted a coupon 
test in each of the thirteen papers 
that we use throughout the Valley, 
You doubtless will be pleased to 
know that The Independent far 


outpulled every paper on our list.” 


To find out more about the divi- 
dends awaiting the Food Advertiser 
who concentrates his linage in The 
Pasadena Independent... call or 
write REYNOLDS-FITZGERALD, INC, 


PASADENA * INDEPENDENT 


z 


WWL 


New Orleans 


shouts its shows 
on car cards 
throughout 
the year 


“DURANTE: wookE SHON" 
FRIDAYS 8:30 P.M. 


REXALL DRUG STORES 


WWI 875. ‘ 


Your Dial 


Folks turn first to— 


NEW ORLEANS 


A DEPARTMENT OF LOYOLA UNIVERS! 


The Greatest Selling Power in the South's Greatest City 


50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 


ers ” 


Chief J. C. Capt revealed earlier 
before the Printing Industry of 
America convention that commer- 
cial printers had increased their 
gross 65% (AA, Sept. 9). 

In addition to gross receipts and 
paper consumption figures for 
magazine and newspaper publish- 
ers, and for commercial printers, 
the report shows that book pub- 
lishers increased their gross 28% 
between 1943 and 1945, while pa- 
per limitations were in effect. 

On an over-all basis, the sam- 
ple indicates that the dollar vol- 
ume of the printing and publish- 
ing industry rose by 60% between 
1939 and 1945, and that paper 
consumption in 1945 was about 
10% below 1941-42, census said. 


Appeals to “Hold-outs” 


Corrections and greater detail 
will follow when more of the 
nearly 42,000 establishments in all 
branches of the allied industries 
have returned forms, Mr. Capt 
promises. 

In his statement to PIA, how- 
ever, he warned that many of the 
detailed breakdowns on the eco- 
nomics of the industry will be lost 
unless many of the large “hold- 
outs” decide to cooperate in the 


‘| census. 


While he said “no one will go 
to jail for not reporting,” he 
pointed out that the census had 
been endorsed by PIA, MPA, 
ANPA and others interested in 
finding the major consumers of 
paper and printing, and possible 
idle equipment. 


Gross Up 99.2% 


The summary shows that 792 
publishers who did 49.4% of the 
magazine business in 1939, had 
gross receipts of $402,847,000 in 
1945, up 99.2% from the base year. 
These firms controlled 1,541 titles 
in 1945, compared with 1,528 in 
1939. They used 453,854 tons of 
paper, 15.2% less than in 1942. 

In the 1939 Census of Manufac- 
tures, Census had registered 2,742 
magazine publishers, holding 4,985 
titles and grossing $409,027,000. 
Thus while this sample is numer- 
ically only 28.9% of the 1939 “in- 
dustry,” and accounts for only 
30.7% of the titles, its $202,237,000 
that year represented 49.4% of the 
business. Likewise the “sample” 
firms used 49.3% of the 920,614 
tons of paper used by magazine 
publishers in 1942. 

In the newspaper field early re- 
turns showing a 47.7% increase in 
gross business came from 695 pub- 
lishers, who though numerically 
only 9.5% of the industry, never- 
theless accounted for 44.6% of the 
gross in 1939, and 44.5% of the 
paper consumed in 1942. 


Includes All Sectors 


The numerical percentages of 
reporting firms were distorted by 
the fact that “the newspapers 
publishers” include morning, eve- 
ning, Sunday, weekly and “oth- 
The sample includes 37.4% 
of the 473 (1939) morning, 50.4% 
of the 1,567 evening, 44.1% of the 
542 Sunday papers, but only 3.4% 
of the 6,212 weeklies and 5.3% of 
the 579 others. 

While 7,309 publishers had gross 
receipts of $845,687,000 in 1939, 
the 695 “sample” firms did $377,- 
574,000 or 47.7%. In 1945, they 
grossed $557,706,000. There was 
only a slight change in “titles.” 
The 695 firms published 184 in- 
stead of 177 morning papers, 479 
instead of 476 evening, 231 in- 
stead of 239 Sunday, 199 instead 
of 214 weekly. 

Sample firms used 1,298,801 tons 
of the 3,595,435 tons of newsprint 
consumed in 1942. Their 1945 
usage, 1,410,739 tons, was off 
11.8% from the base. 

In the book field, Census found 
that 216 firms grossed 27.8% more 
in 1945 than in 1943, issued 23.6% 
more books and pamphlets, and 


-}used 5.1% less paper than in 1942. 


While these firms were only 16.4% 
of the 1,319 surveyed by WPB in 
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1943, they accounted for 43.9% of 
the $306,379,000 grossed by book 
publishers that year, and sold 
34.8% of the 551,290,000 books and 
pamphlets sold in 1943. The sam- 
ple firms used 39.7% of the 199,- 
779 tons of paper that went into 
books. and pamphlets in 1942. 

In 1945, these 216 firms used 
75,209 tons of paper compared 
with 79,220 tons in 1942. Where 
they had grossed $134,406,000 in 
1943, their receipts were $171,838,- 
000 in 1945. Instead of sales of 
191,972,000 copies as in 1943, their 
sales totaled 237,305,000. 

Of the 237,305,000 copies sold 
in 1945, 197,846,000 were books 
and 39,459,000 pamphlets. Gross 
receipts in 1945 were $168,434,000 
from books, and $3,404,000 from 
pamphlets. 

Previously Mr. Capt had re- 
vealed that 4,367 commercial 
printers who accounted for 36.26% 
of the business reported by 20,626 
printers in 1939, had increased 
gross receipts 64.64%. 

Their receipts included $360,- 
607,000, a 58.09% increase, in let- 


ter press income, and $133,987,000, 
an 85.89% increase, in lithography 
(AA, Sept. 9). 


NAB Group Seeks Rate 
Card Standardization 


Recommendations toward the 
standardization of radio rate cards 
will be formulated by a National 
Association of Broadcasters’ sales 
managers subcommittee at a two- 
day meeting in New York start- 
ing today. Chairman of the 
group is 7 ne Hull Hayes, man- 
ager of WABC, New York. 

Representatives of the time 
buyers committee, American As- 
sociation of Advertising Agencies, 
and rate card committees of NBC 
and CBS have been invited to 
attend the meeting, which will 
submit its recommendations to the 
NAB convention in Chicago next 
month 


McKim Appoints Wallace 


Ian Wallace, who has returned 
to advertising after six years’ 
service overseas, has been ap- 
pointed manager of the London 
office of the McKim Advertising. 
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If you are an advertising or 
sales executive, either client or 
agency, interested in selling to 
the nation’s transportation in- 
dustry: the railroads, airlines, 
motor truck and bus lines, 
steamship and barge lines, and 
street railways, the new TSN 
bulletins are specifically pub- 
lished for you. You should see 
and read them as they are pub- 
lished regularly every ten days. 


TSN bulletins No. 1, 2, 3, 
and 4 are off the press. Their 
contents, like that of all future 


What ne Men 
Want to Know About 
Equipment and Supplies 


bulletins, will be the result of 
friendly field visits made the 
country. over by especially 
trained staff members of the 
James O. Peck Company. 


If you want to know timely 
answers on why and how you 
should be selling America’s 
transportation executives, 
based, on problems they now 
face and will face in the fu- 
ture, write today for TSN 
Bulletins No. 1, 2, 3, and 4. 
Your name will also be added 
to the mailing list upon re- 


quest. 


Transportation 
Supply News 


418 S. Market Street, Chicago 7, Illinois . . 
New York Office: 122 E. 42nd Street 
San Francisco Office: 640 Mason Street . . 


Wabash 2882 
. Murray Hill 3-5520 
Douglas 7233 


Transportation Supply News is affiliated with: Traffic World, Traffic Bulletin, 
Daily Traffic W orld, W orld Ports and the College of Advanced Traffic. 
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Curtis Publishes 
‘Power of Woman’ 
Series in Book 


New YorkK—One of the out- 
standing magazine promotions, the 
Ladies’ Home Journal’s “Never 
Underestimate the Power of a 
Woman” cartoon series, has been 
published by Curtis Publishing 
Company in book form. The cam- 
paign has run five years, using 
the same theme, and the book 
simply reprints the advertisements 
which composed the series. 

The Journal’s promotion depart- 
ment says it is pure coincidence 
that the slogan of the campaign 
appears on the October issue’s 
cover, heading an issue which 
packs more advertising (in dollar 
volume) than any previous issue 
of a magazine. 

The booklet will be mailed to a 
list of 5,500 advertisers and agen- 
cies during this month, Its frontis- 
piece consists of the cartoon which 
won the New York Art Directors 
Club medal in 1943, a cartoon of 
Hitler and the Statue of Liberty, 
with the famous tag-line. This 
particular advertisement, with 
Curtis’ proverbial luck, ran as the 
news of the landings in North 
Africa splashed across the front 
pages of newspapers. 


Piel Appoints Nicholls 


Russell E. Nicholls, previously | 
sales engineer of Kramer Elec-_ 
tronics Corporation, has been) 
named sales personnel and train- | 
ing executive of Piel Bros., Brook- 
lyn. 


Appoints S. S. Koppe 


Het Financieele Dagblad, Am- 
sterdam, Holland, financial daily, 
has appointed S. S. Koppe & Co., 
New York, as its exclusive repre-_| 
sentative in the United States and 
Canada. 


Memo: To Food Advertisers! 
Ruth Hancock, authorized 
delegate for the 


INDIANA LEAGUE 
of 
HOME DAILIES 


to the Food Editors Conference 
in Chicago October 28th thru 
November Ist will report day-by- 
day developments to the League 
member newspapers. | 
These Indiana League of Home 
Dailies members never miss a 
chance to better their service to 
subscribers and advertisers. 


Alexandria Times-Tribune 

Bicknell News 

Bloomfield World 

Bloomington World-Telephone 

Columbia City Post & Commercial Mail | 
Decatur Democrat 
Elwood Call-Leader 
Frankfort Times 

Greensburg News 

Huntington Herald-Press 

Jasper Herald 

Linton Citizen 

Martinsville Reporter 

Mt. Vernon Democrat 

New Castle Courier Times 

Plymouth Pilot & News 

Portland Commercial-Review & Sun 
Rochester News-Sentinel 

Rushville Republican & Telegram 
Shelbyville Democrat & Republican 
Spencer World 

Union City Times-Gazette 

Valparaiso Vidette-Messenger 

Vincennes Sun-Commercial 

Washington Democrat 

Winchester News & Journal-Herald 


Nationally represented by 


SCHEERER & CO. 


Chicago 1, = ~—- New York 17, 
35 E. Wacker Dr. 44 Lexington Ave. 


Member of the American Association 
of Newspaper Representatives 
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Queen Anne Ups Baker: 


Plans New Campaign 


H. L. Baker, southern district 
manager of Queen Anne Candy 
Company, Hammond, Ind., has 
been promoted to assistant sales 
manager in charge of all field 
operations. 

The company is planning a radio 
campaign, supplemented by four- 
color ads in weekly magazines as 
well as the use of other media. 


Form Dodge & Mugridge 
Martin Dodge and C. F. Mug- 
ridge have formed a new firm, 
Dodge & Mugridge, to practice 
labor relations consultation, man- 
agement development and labor 
public relations. Offices are lo- 
eated at 2216 RKO building, 
Rockefeller Center, New York 20. 


John of Hartford 
Preaches Wisely 


HarTForD, Conn.—Not all the 
screwballs are playing with jig- 
saw puzzles of a map of the world. 
A few are still playing with ad- 
vertising. One popped up with a 
two-column piece in local papers 
the other day, reading like this: 

“Visitors and strangers—please 
don’t come to John’s Restaurant, 
42 S. Prospect St., Hartford. 

“We do have good food, legal 
beverages are the best, also there 
is dancing to Polish and American 
music, Wednesday to Saturday 
nights. Howsomever we don’t 
want to break up another Happy 
Home, so go home early nights, 
save your money, Buy Bonds and 


69 


be good to your mother-in-law. 
Our phone No. is 7-5353 if you 
want more good Christian advice. M 
Please no reservations. The Man- b 
agement.” 


Export Papers to Cox 


Sylvan G. Cox & Associates, 
iami, Fla., has been appointed 
y Worild’s Business and Guia, 
|New York, as southeastern adver- 
| tising representative. 


Two Name Posner 


Posner Advertising Agency, New 
York, has been named to handle; J. Paul Carroll has been ap- 
the advertising of Bridgeport Film| pointed advertising manager of 
Studios and Artcraft Oddities|American Brake Shoe Company, 
Company. New York. 


| Appoints Carroll 


World's Finest Fruit Ready For Giving! 


We hand-select the finest of Washington State's famous apples 
and pack ‘em in distinctive Ponderosa Pine gift boxes . . . they 
make impressive holiday gifts for clients, business associates, 
friends and family. Free folder explains all. Prices: $2.78 and up! 


a 
Snow Mountain Orchard, Box 141-A, Yakima, Washington 


In any picture of your market . 


The Medern Half is the Be#Hter Half ! 
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ATTAR GIRL. It’s true—your o/der 


‘woman rarely feels the breathless 
need for trying a new perfume. 
Attar of roses, perhaps, will still do 
for that semi-annual evening out. 
Henry wouldn’t like anything else 


—on her. 


Dell Modern Group 
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2. GLAMOUR GIRL. What will quicken 
Tommy’s pulses tonight? A wicked 
Parisian parfum? Something exciting 
from South America? A young modern 
tries many lures to get—and keep— 
her man. Three million perfume-mad 
moderns are yours to sell—in Dell! 
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Mader Bomances sells the Modern Market 
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Letter Explains 
Market Shortage 


To the Editor: Our industry is 
beset by a new problem—that of 
handling thousands of consumer 
inquiries. 

These inquiries come from in- 
dividuals, municipalities, state de- 
partments, parks, cemeteries and 
golf courses. 

Our dealers no longer appreciate 
our sending these inquiries to 
them. As a matter of fact, we 
have had many telephone calls 
and letters from our dealers ask- 
ing that we refrain from sending 
them additional inquiries, as they 
are not in position to take care of 
their own already extensive lists 
of consumers. 

We feel this situation is quite 
general in our industry, but you 


This department is a reader’s forum. Letters are welcome. 


might be interested in the ap- 
proach we are finally using in an 
effort to let the people know there 
is no immediate hope of appealing 
to our company and others in the 
business, as there are just not 
enough hand and power mowers 
being made to handle the situa- 
tion. 
B. B. DAweEs, 

Sales Manager, Jacobsen Mfg. 

Company, Racine, Wis. 

[Editor’s Note: Last fall, Jacob- 
sen explains in a single-page let- 
ter now being sent to consumers, 
the company authorized its cur- 
rent advertising campaign, based 
on a good outlook for postwar pro- 
duction. But although production 
of hand and power lawn mowers 
has been partially resumed, they 
are still scarce and in much de- 
mand. “There are just not enough 


to go around—and probably will 

not not be until 1947,” Jacobsen 

frankly admits. And it asks: 

“Please be patient and bear with 

us—we’re doing the best we can.’’] 
vvy 


Praises Media Support 
of Famine Relief 


To the Editor: As honorary 
chairman of the National Retail 
Committee for Famine Emergency 
Relief, I want to express my per- 
sonal thanks to you for the gen- 
erous cooperation offered by the 
press of America to the campaign. 

The widespread publicity given 
to the drive was a potent factor in 
bringing to the attention of the 
American housewife the impor- 
tance of conserving food during 
the crisis facing the people of war- 
torn Europe and Asia ... and 


Why Do They 
Omit Classified? 


Most farm magazines and most bureaus measuring ad- 


vertising for farm magazines, give lineage figures with classi- 


fied excluded. 


The big reason is they carry very little, if any. So they 


just brush off classified as if it were of no significance. 


The Weekly Kansas City Star leads all farm papers in 


classified advertising—the farmers’ own advertising—help 


wanted, poultry, livestock, farm machinery and real estate. 


Printed weekly on high speed newspaper presses The 


Weekly Star is tailor made for classified advertising. Most 


farm magazines, being published monthly or semi-monthly, 


are too slow to do the job. 


Investigate The Weekly Star. Preferred by farmers, it is 


also the first choice of scores of commercial advertisers. 


The Weekly Kansas City Star. 


404,375 Paid-in-Advance Subscribers 


et > 


proved a most valuable addition 
to the nearly 5,000,000 lines of 
newspaper advertising paid for by 
the retailers of America in work- 
ing toward the goal of 30,000,000 
signed food conservation pledges. 
Again, my thanks and my deep 
appreciation for the support. 
CHARLES B. DULCAN, 
Honorary Chairman, National 
Retail Committee for Famine 
Emergency Relief, Washing- 
ton. 


+ .¥* & 
1,253rd ‘Daily News’ 

To the Editor: I noticed in your 
issue of Aug. 28 that you speak 
of Mr. Higdon’s plan of publish- 
ing a book giving material taken 
from his publication, “The Phoenix 
Flame.” I think you are quite 
right that this may be the first 
time anyone has undertaken to 
‘compile an anthology of an in- 
| dustrial house magazine in a book 
costing $5, but you may be inter- 
ested to know that something of 
'the sort was prepared on the 
;1,000th anniversary of “Mrs. 
Stewart’s Daily News,” the house 
magazine of my own firm. 

I am sending you a copy of this, 
and while I do not make any 
claims to its being comparable 
with “The Phoenix Flame,” still 
it may be a “first” of its kind. 

I might add that this publica- 
tion of mine has now arrived at its 
'1,253rd number without missing 
'a single week in the last 24 years. 
Knowing as you must that house 
organs do not generally have a 
very long life, this may be of 
interest to you. 
| ALLYN K. Forp, 
| Luther Ford & Co., Minneapo- 

lis. 


Crossed Up? 


To the Editor: 
the book! 

Two tooth - and - toe - nail com- 
petitors have used the same cross 
eyed girl as magazine cover ma- 
terial. Both magazines are free- 
distribution publications circulated 
through Southern California food 
stores. 

Looks like an editor must have 
had his eyes crossed—or closed! 

W. B. Ross, 

W. B. Ross and Associates, 

Los Angeles. 


+ Vv F 
Perfect Grammar? 

To the Editor: Tell Copy Cub 
that he is wrong about the famous 
general’s quotation mentioned in 
his Aug. 26 column. That general 
did say “First with the most.” 
“Fustest with the mostest” was a 
result of passing the phrase down 
from mouth to mouth; the old 
boy’s grammar was perfect. 

THE KC Quiz Kip, 
Kansas City, Mo. 
vvy 


Roto ‘Home Pictorial’ 


Helps Simmons Sell 

To the Editor: I liked your edi- 
torial, “The Next Great Advance,” 
in the Aug. 26 issue and it spurs 
me on to tell you that Simmons 
Company has worked on _ the 
principles mentioned for more 
than 16 years. 

It was during the fall of 1929 
and, realizing something had to 
be done to help dealers quickly, 
the company sponsored ‘Home 
Pictorial’ magazine. Today it is 
in its 17th year and has not 
missed an issue. 

Hundreds of stores which pur- 


Here is one for 


MU 


THE CHICAGO SUN 


features 


400 West Madison St., Chicago 6, Ill. ¢ 250 Park Ave., New York 17, N. Y. 


National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 North Michigan Avenue » NEW YORK: 230 Park Avenue 
Atlanta+ Charlottes Dallas» Detroite Kansas City + Los Angeles « Memphis + St. Lonis+ San Francisco 
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chased it then still use it. Why? 
The enclosed issue will explain. 
It is kept beautiful, is printed in 
rotogravure, is interesting, and 
shows as many as 20 items of 
Simmons manufacture. It is writ- 
ten as the dealer’s own individual 
Magazine and even lends prestige 
to a great many of the stores dis- 
tributing it. The dealer’s imprint 
appears on the cover and the 
homemakers on his mailing list 
seem to like it. For it offers sug- 
gestions without pressure, gives 
the homemaker ideas and when 
she plans her sleep equipment 
purchases, the store sending her 
“Home Pictorial” each month gets 
an even or better break. 

When you think of a magazine 
of the type serving the depression 
years and even the war years 
when civilian production never 
reached more than 10%, it must 
have established value. It has— 
for Simmons national advertising 
has been used for the promotion 
of Beautyrest and Simmons Elec- 
tronic blanket while “Home Pic- 
torial” carries both—plus all the 
other nationally distributed items 
Simmons makes. 

Thus the retail furniture store 
is getting fine cooperation from 
one of its greatest sources of sup- 
ply, right into the home of the 
retailer’s customer—almost a per- 
fect point-of-sale contact. 

Simmons Company is now pre- 
paring to get behind “Home Pic- 
torial” and give it the ride it de- 
serves in a market that promises 
to be the best over all the years. 
Truly this is a medium that will 
play a very important part in the 
“next great advance.” 

W. F. WILLIAMS, 

Editor, “Home Pictorial,” Sim- 
mons Company, New York. 
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Still in Style? 

To the Editor: Attached is a 
self-explanatory letter, which I 
believe you will find interesting. 

I thought this type of attempted | 


THE TIMES EASTE2N NORTH CAROLINA'S PREMIER 


WEEKLY NEWSPAPER 
CEE Mays 2s ag-/946 
Pend Gok 6.5 
Dew Sr, 
finy ot pet solic, Oo he | 
lm Po 


‘aunt ona Qo ge tre wut | 
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extortion went out of style with) 
high buttoned shoes. | 
Have you heard of any other 
cases like this recently? 
LEE MEYERS, 
Lee Meyers, Public Relations, 
New York. 
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We Blush | 


To the Editor: Maybe if I) 
knew you I wouldn’t like you. 
Maybe you aren’t as good as 1! 
think you are. Maybe what’s on 
my chest should stay there; but | 
it’s coming off. 

The way you think and write. 
and tell us in Ap AcE keeps me} 
nodding my head up and down, 
keeps me slapping my leg and 
saying attaboy. 

The other day I found an ad-) 
dress you delivered to industrial 
house organ editors (last winter) 
and I am. still grinning, still 
jealous. 

One more pgh. This isn’t writ- 
ten to get any publicity, so don’t | 
look askance, whatever that is. | 
You’re doing one swell job and 4 
feel better. 

OREN ARBOGUST, 

Oren Arbogust Advertising, 

Chicago. 


World Trade Writers 
Association Formed 
World Trade Writers Associa- 


tion, an organization composed of | - 


newspaper writers on foreign trade 
and finance, has been formed in 
New York to provide newcomers 
and others engaged in the foreign 
trade field with a direct medium 
of contact with the entire corps of 
newsmen actually reporting for- 
eign trade events for the daily 
newspapers and wire services in 
the New York area. 

George A. Mooney, New York 
Times, is head of the association, 
Robert J. Sullivan, United Press, 
secretary, and Jack Ozanne, New 
York Journal of Commerce, treas- 
urer. Headquarters are in the 
Hotel Pennsylvania. 


Macon Seeks Industries 


The Macon, Ga., development 
commission has launched an ad- 
vertising campaign, through Bruce 
Moran & Co., Atlanta, aimed at 
attracting new industries, with 
copy directed at wives of business 
men to suggest that Macon would 
be a pleasant place in which to 
live. 


Sept. 26-28. 
Agency Group, 
Hotel Ambassador, Los Angeles. 

Sept. 30-Oct. 2. Southern News- 
paper Publishers Association, 42nd 


First Advertising 
annual meeting, 


annual convention, Edgewater 
Gulf Hotel, Edgewater Park, Miss. 

Sept. 30-Oct. 2—Association of 
National Advertisers, annual meet- 
ing, Hotel Traymore, Atlantic 
City. 

Oct. 6-9. Advertising Specialty 
National Association, Palmer 
House, Chicago. 

Oct. 7-10. Financial Advertis- 
ers Association, national conven- 
tion, San Francisco. 

Oct. 10-11. Television Broad- 
casters Association, second tele- 
vision conference, Waldorf-Astoria 
Hotel, New York. 

Oct. 14-15. Inland Daily Press 
Association, annual meeting, Con- 


gress Hotel, Chicago. 

Oct. 14-15. Boston Conference 
on Distribution, Hotel Statler, 
Boston. 

Oct. 17-18. Audit Bureau of 
Circulations, annual meeting, 
Stevens Hotel, Chicago. 

Oct. 18-19. ‘Direct Mail Adver- 
tising Association, annual conven- 
tion, Stevens Hotel, Chicago. 

Oct. 21-24. National Association 
of Broadcasters, annual meeting, 
Palmer House, Chicago. 

Oct. 24-26. Life Insurance Ad- 
vertisers Assocation, 13th annual 
meeting, Edgewater Beach Hotel, 
Chicago. 

Oct. 24-25. American Market- 
ing Association, annual conven- 
tion, Statler Hotel. Detroit. 

Nov. 3-7. Supermarket Insti- 
tute, Stevens Hotel, Chicago. 

Nov. 11-12. National Newspaper 
Promotion Association, 2nd annual 
Midwest conference, Gary, Ind. 

Nov. 13-15. Association of Ca- 
nadian Advertisers, annual meet- 
ing, Toronto. 

Nov. 25-26. Packaging Insti- 
tute, Stevens Hotel, Chicago. 
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Jan. 12-15. Newspaper Adver- 
tising Executives Association, 
Edgewater Beach Hotel, Chicago. 


Appoints Ivan Hill 

Society for Visual Education, 
Chicago, manufacturer of still 
projectors, filmstrips, slides and 
slide frames, has appointed Ivan 
Hill, Chicago, to handle its ad- 
vertising. Consumer, educational 
and trade publications will be 
used. 


Eaton Joins Utility 


Chester B. Eaton, recently with 
the Army and formerly director of 
publications, Boy Scouts of Amer- 
ica, has been named sales promo- 
tion and advertising director of the 
Central Vermont Public Service 
Corporation, Rutland, Vt. 


Boller to Lewin 


Boller Beverages, Elizabeth, 
N. J., has placed its advertising 
with A. W. Lewin Company, New 
York. Newspapers and car cards 
will be used for Boller Pale Dry 


| ginger ale. 
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. in Dallas 


“CITY SOLD” 


IS HALF SOLD 


Above all things in the Dallas 


market keep this fact clear .. . 


that here is one great American 


selling-place that is only half 


urban . 


vertising reaches the rich town 


and rural market the job is only 


half done. 


. that unless your ad- 
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The Dallas Morning News is 


the one medium that 


ban, rural. 


without The News. 


_ Ge Dallas Morning News 


THE TEXAS ALMANAC 
RADIO STATIONS WFAA AND KGKO 


You cannot do the Dallas job 


covers 


ALL the market — city, subur- 


mn 


TDD Tee Dared WE 


WTA PR Hs 
oH HRY 


“Et ple 


} as “ly 


Y 


¥ 
ui 
< ‘ 
way YY \ 
“a 
s. 


HAVE SOLD THE 


\ 


SELL THE READERS OF THE NEWS AND YOU 


DALLAS MARKET 


an ioes \\ 


aw wet \ 
cou? - * 


ASN 


John B. Woodward, Inc. 


Representatives 


‘ina “ a Peereis? iS , ‘ . “i ; ae Pies ro ; abe he bees ses Pal CENT Te alas ae Sites , Me eee ng : ee ae = aa : 
' a 
' l TE marca er Sie | | A 
_ a Y OITMMUMNG = es me ee 
Be oe Pe 29 Cee 
ay Be Sie. HR 
i 
| | —_—— | ee 
wa ieee 
n- : wee il 
SS 
a- 
e- | a S 
ed —_—_——— eee Re: 
” | a 
ve | 
| Be 
| | | 
| 
) es ee 
ties 4 
| on 
| il 
ub = 
in ee 
in | ~ i - 
ral e ‘for — ie 
a | e ; 1! | " | 4 ‘41 5 
“a a , } 
5 a Pet (Mi ‘ y & Pc, Mean 
\ pF - Re er ay Lege 
wn | a | ' | We. eg Wa ‘ Po oe 
sa Zt ai é oe 
. ee Ya - 
er es - z 
TS =~ 45: 
, 
ae 
3 ‘ er 
: aes 
hf ia ee ae 
di- i ay Ve | t = y i ae 
’ 7 Xa \, “Se 4 ' = cae 7 
= | el. A er i a 
ons i ea Pet, — . “| 7 - ¢ ( bg eee 
ore / le oy 1, a 
2 | a = i 
- \ 4 
cly, PS Hh | 
me (| 1 | 
; ee 
not tlle aud chet Fw oe) Sv yi eee \ ie 
ee—“(i;i(ssSCSS ~ 
4 | 
. | | 
sill Pe Lh —— e moe a om 
oe bod urea!) be appre aie and : ee. Lt ‘acme eo 
snasenad ae = — | — 
com Qi. wer | VJ > 1: — ee: | it ee ; as : 
ia Snfermree — 4 | | ao a Te “oe ee AS. # 
Fea pow ew | "=~ . oe 
cert 7 | RS ee ‘gs ae 
| S27 Cottost oe | ee il a 
t Ad Rarw, ay | l 
| ee 
fl a 4 ie es. 
| 1 Ln 3 a 
— ( ae, + ee ee % 
a | nm + ie ' ! 5 fea, = 
=. i a 
a = iL - 
an aan = ee. ae 
Lp ~. 1 | Pe 
ant a | — | | /; yO ie 
/ > oar 
a A “ , a st eeoncmerorer mes - 
£: ‘ a = ~~ Seer 
om > 2 ee: . -~ a le ay ‘ 22 : » eee 
_ Oy a t = ee eee 
a (a rr — nas OSE 
\ — sel 
<A : 
VL 2 
vm = « hi 
| Be | | } , , = | 
—_ Pe 
| 
Saat 2 ee S ae) > x a) a ‘ pears : 1 iy ; ! . - a a NP . a : , Ain M od as recy i w ) owe 7 : ede Pxa 3 ¥ . ts a Cae Pe F cee A 


72 
‘Sun’ Ups McIlwaine 


The New York Sun has named 
Roy R. McIlwaine, on its advertis- 
ing staff for more than 20 years, 
to the post of assistant local ad- 
vertising manager. 


Two to Benton & Bowles 


Benton & Bowles, New York, 
has appointed two art directors: 
George F. McAndrew, formerly 
with Batten, Barton, Durstine & 
Osborn, and Ralph H. Seberhagen, 
{who comes to the agency from 
J. M. Mathes, Inc. 


Joins Owen & Chappell 


Stanley R. Graham, formerly 
with the copy staff of Kenyon & 
Eckhardt, New York, has joined 
Owen & Chappell as assistant to 
the copy director. 


Pearlman Opens Agency 

M. B. Pearlman, formerly ad- 
vertising manager of Addressing 
Machine & Equipment Company, 
and instructor in advertising at 
Pace Institute, New York, has 
opened his own advertising agency 
at 1 Madison Ave., New York 10. 


Wells to Blue Cross 


GOING TO MANILA! 


Prominent Philippine news- 


paper representatives are 

sending a contact man for Lawrence C. Wells, formerly in 
sixty days (October and the Army, has been appointed di- 
November). Interested ad- rector of publications of Blue 
vertisers and allied Cross Hospital Care Commission, 


agencies wanting special 
representation, surveys and 
services communicate with: 


World Agency Representatives, Inc: 
37 Wall Street, New York 5, N. Y. 
HAnover 2-3791 


Chicago. 


Wolff Joins Agency 

Janet Loeb Wolff, formerly 
copywriter with Compton Adver- 
tising, New York, has joined Ben- 
nett, Walther & Menadier, Boston, 
in the same capacity. 


Kirsten, Agency 
‘Sell’ New Plant 
Via ‘Open House’ 


SEATTLE—Kirsten Pipe Com- 
pany and Pacific National Adver- 
tising Agency have completed a 
brief and highly successful promo- 
tion campaign—not for a Kirsten 
product but for Kirsten’s new 
factory itself. 

Kirsten executives and em- 
ployes and the company’s agency 
cooperated in “selling” the mod- 
ernistic new factory to the public 
here recently as operations were 
shifted to the plant. Kirsten makes 
Radiator pipes, cigaret holders, 
Sol-E-Naud electric clutch con- 
trols and a Photo-Electric Pilot 
ship-steering device. 

The factory building was de- 
signed not only to include the 
latest in safety, efficiency and com- 
fort facilities but also the best 
in exterior appearance, The Kirs- 
ten name is written across the 
top of the factory in a 53x10-foot 


WRR .w KFJZ 


Hitting the Billion Dollar 


MARKETS 


TWICE for ONE PRICE 


. and wise advertisers are getting Compare the 
on the bandwagon with WRR and 
KFJZ. These two stations offer a 
“one-two” punch at the Billion Dollar 
Dallas and Fort Worth Markets. You 
can buy both WRR and KFJZ for 
one price . . . and schedule your 
broadcast at simultaneous or separate 


hours. 


Population 
Retail Sales 
Food Stores 
Gen. Mds. 


These two established 5000 watt sta- Drug Stores 


tions have a test-proved listener loy- 
alty that makes the WRR-KFJZ com- 


bination the Best Radio Buy in Texas. Radio Hom 


— ge | 


National Representative 


WEED & COMPANY 


Detroit . 


Atlanta . Boston 


New York 7 Chicago 6 


DALLAS ano FORT WORTH 


Tho Big. Parade Js On... 


WRR and KFJZ combination . . . two 
for one price! Here is the data on 
these dominant markets. 


Buying Income 


Bank Debits 


(Sa 
TWO STATIONS FOR ONE PRICE 


r 


coverage value of the 


1,902,700 
$ 963,424,000 
$ 237,279,000 
$ 200,767,000 
$ 51,153,000 
$1,996,237,000 
$9,106,710,000 
es 376,844 


yh 


KFJZ 


FT. WORTH 


tl 


« San Francisco e Hollywood 
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KIRSTEN'S NEW PACKAGE—1,500 people daily visited the Kirsten Pipe Co.'s 

new ultra-modern factory in Seattle recently, after Pacific National Advertising 

Agency, company executives and employes combined to sell the plant to the 
public. 


electric flash sign. Atop the plant 
is a neon replica of the Radiator 
pipe, showing the bowl glowing 
and smoke curling up from it. 


Ads Announced Opening 


Advertisements in local news- 
papers announced the opening of 
the plant and invited the public 
to attend the “open house.” Em- 
ployes were instructed for two 
weeks on how to make the visitors 


‘at home during “Kirsten Week.” 


On various evenings, employes’ 
families, dealers, the press and 
others were special guests. 

Invitations were mailed to deal- 
ers personally, and dealers gave 
invitation cards to customers. Re- 
freshments were served to about 
1,500 persons who toured the plant 
daily during the “open house” 
week. Manufacturing continued 
day and night throughout. 

The factory makes use of new 
industrial color harmonies and 
lighting techniques designed to 
promote safety and better vision; 


lounges, shower rooms and locker 
rooms for employes occupy one- 
sixth of the building. 


Goodrich Boosts DeLong 


Clyde O. DeLong, manager of 
sundries sales of B. F. Goodrich 
Company, Akron, has been named 
merchandise manager of the in- 
dustrial products sales division, 
succeeding Fred A. Lang, who has 
been appointed general manager of 
the shoe products sales division. 


Appoints Livesey 

Herbert B. Livesey Jr. has been 
appointed to the newly created 
post of executive vice-president 
of the American Spice Trade As- 
sociation, with offices at 82 Wall 
St., New York. 


Kolb Adds Duties 


Charles R. Kolb, assitant sales 
manager of the eastern division of 
General Mills, Buffalo, has also 
os named head of public rela- 
ions. 


| FOR CLARITY, COLOR AND CONSISTENT QUALITY 


HAYNES LITHOGRAPH COMPANY, INC. 


1140 East-West Highway 


| 


Don’t make us laugh. You'll never hear us say, 
“So sorry—there’ll be a slight delay.” For 
weary presses we’ve an infallible cure. A little 
silly but—like us—it’s sure. So send us in your 
copy—we'll run it double quick. We'll share 


with you the secret—a hairpin does the trick. 


Silver Spring, Maryland 
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Department Stores 
Begin Month 50% 
Over ‘45 Sales 


WASHINGTON—Sales in U. S. de- 
partment stores in the first week 
of September were 50% ahead of 
the same week a year ago. This 
compares with previous year-to- 
year weekly gains of 45% for the 
last week in August, 40% the week 
before that and about a 30% gain 
each week during the summer. 

Highest gains for the first Sep- 
tember week were registered by 
Milwaukee stores, up 72%, and 
in Syracuse, up 71%. The Chicago 
(seventh) federal reserve district 
had the highest gain, 58% over 
the same week in 1945. 

The Federal Reserve Board re- 
ported the following percentage 
of increases in department store 
sales from the corresponding fig- 
ures of 1945: 


Week Ending 
Federal Reserve Aug. Aug. Sept. 
district and city 24 31 2 

+ + + 
UNITED STATES... 40 45 50 
Boston District .... 41 50 40 


New Haven 


Co Per rrr re 43 54 37 
Springfield ...... 42 45 50 
Providence ...... 40 46 49 


; Sere 61 59 53 
NEED. aioe ase 60:0 46 38 47 
New York ....... 47 53 51 
Rochester ....... 50 31 58 
og ee 50 65 71 
Philadelphia Dist... 30 36 52 
Philadelphia .... 25 29 50 
Cleveland District. 43 49 55 
pee eee 28 39 35 
Crmeinnati ....6.. 41 46 59 
CISVGIOQNE 2.2... 44 52 53 
COMMBUS 2.0.5. 33 45 39 
ere ae 41 43 45 
Pittsburgh ...... 49 54 69 


Richmond District. 20 33 38 
Washington 2 
Baltimore 
Atlanta District.... 37 41 38 


Birmingham ..... 35 71 43 
po ee 42 36 39 
pS ae ere 40 34 38 
New Orleans .... 34 34 38 
Nashville ........ 48 dn 46 
Chicago District ... 48 50 58 
SOO ac cis ince 46 55 60 
Indianapolis ..... 32 38 41 
po ae 51 44 56 
Milwaukee ...... 56 54 72 


St. Louis District... 40 50 51 
Little Rock 


Louisville ....... 43 38 64 

es GOMES oc ccis cs 43 55 54 

Memphis ........ 33 49 46 
Minneapolis District 

Minneapolis ..... 

Se ee (Not Available) 


Duluth-Superior.. 

Kansas City Dist... 29 48 40 
Denver 
Wichita 
Kansas City .... 33 52 37 
St. Joseph 
Oklahoma City .. 25 51 33 
Tulsa 

Dallas District .... 35 43 41 


Pee ee 35 42 41 
Port Worth ..... 26 39 49 
PIOUStON 2. cesses. 39 61 42 


San Antonio 
San Francisco Dist. 35 33 44 
Los Angeles Area 39 26 60 
Oakland 
San Francisco ... 36 39 37 
Portland 
Salt Lake City... 36 28 25 
Seattle 


*In using year ago comparisons for 
this week allowance should be made 


for the fact that last year stores 
were closed for one or two days 
during the celebration of the Japan- 
ese acceptance of the Potsdam Dec- 
laration, 

**Data not available. 


Launch ‘Silhouette’ Net 


Sitroux, Inc., New York maker 
of tissues and hairnets, in a re- 
vival of hairnet advertising 
through Franklin’ Bruck, will 
launch an improved silk net with 
the slogan “Silhouette Smooth” in 
October issues of leading national 
women’s magazines. 


= 


To Gotsch & De Ville 


W. W. Kimball Company, Chi- 
cago, piano manufacturer, has ap- 
pointed Gotsch & De Ville Adver- 
tising, Chicago, to handle its 
consumer and business paper ad- 
vertising. 


Vogler to Ridder-Johns 


Ridder-Johns, Inc., New York 
publishers’ representative, has ap- 
pointed Edward S. Vogler, former 
salesman, as eastern manager, 
with offices in New York. 


Northwest Names Stern 


Northwest Airlines, New York, 
has appointed Edward A. Stern, 
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formerly advertising promotion 
manager of Pan American Air- 
ways, to be in charge of public 
relations in New York. 


IN EXCESS OF 200,000 
ABC MEMBERSHIP 


Lowest milline rate— 
lowest cost per inquiry in this 
highly responsive field 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


If an advertiser makes manly things like corncob 
pipes and good old plug tobacco, how many of his 
advertising dollars must he waste on women? 


Antwer 


None if he advertises in The American Legion 
Magazine. It’s the biggest all-man reacher in this 
man’s world—just about the world’s best buy for 
the makers of manly goods. How many readers? 
2,000,000 now—with another couple of million 
waiting for the paper pinch to ease up. 


The wold latgedl ; ALL-MAN céucubédiwe 
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—- Influence— 


AN IMPORTANT FACTOR IN ADVERTISING 


The editorial policy of the Homestead is attuned to the modern 
New England spirit. 

This editorial policy which has brought leadership to the Homestead 
has always been constructive and cooperative. This is recognized by 
leaders in agriculture and industry. As one business executive re- 
cently wrote — 


“We do not believe there is any other section of the country 
where the editorial staff of the farm papers is as well posted 
on their local situation as the New England Homestead on the 
New England picture.” 

This editorial leadership and influence plays an 
important part in making Homestead advertising ef- 
fective. 


To sell the New England farm market—you 
need the local influence of the Homestead. 


| 
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Gets Harmonica Account 


International Plastic Harmonica 
Corporation has appointed Marcel 
Schulhoff & Co., New York, as its 
agency. Copy directed to adults 


as well as youths will appear in| 


Esquire, Holiday, Life, Look, New 
York Times Magazine and Seven- 
teen, and will be aired over Sta- 
tions WOR and WJZ, New York. 


NAMA Group to Meet 


National Automatic Merchandis- 
ing Association will hold its 10th 
anniversary convention Oct. 16-19 
at the Congress Hotel, Chicago. 


Powell Opens Office 


Horace B. Powell has resigned 
as a reporter for the Milwaukee 
Journal to open a public relations 
office at 743 N. Water St., Mil- 
waukee. 


Swan Joins Perfex 


E. L. Swan has joined the sales | 


staff of Perfex Company, Shenan- 
doah, Ia., manufacturer and dis- 
tributor of Perfex super cleaner. 
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A new sales presentation of This 


| Week Magazine, now being shown 


| to advertising groups in the major 
centers, takes a brand-new tack in 
| tying in department store prestige 
|and support with local newspaper 
| influence in leading markets. The 
presentation shows that 85% of 
national department store sales 
are in the 24 markets served by 
| This Week, and demonstrates by 
statements of leading department 
|store executives that national ad- 
vertising in This Week can be 
merchandised successfully by 
them. The department store men 
are dramatized with transcrip- 
| tions of their comments, 

| * * * 


The principal reason you haven’t 
|seen those private brand major 
appliances scheduled to be sold 
through the stores of the Associ- 


- 


over $15,000.00 
“FOR GIMBELS' #15 SUITS 


; ders were acs 
No mail nor phone OF 


an came in person 
= in made by — 
econ of the first day (last - 
36) No wonder Gimbels norma 7 
| use ‘over a million lines Me year in 
| Pittsburgh Sun-Telegrap?: 


| year before 
or 2° 178,670 


Media Records, Inc.) 


* (Last 
rationing, 
lines — 


REPRESENTED NATIONALLY BY 
HEARST ADVERTISING SERVICE 


Offices in Principal Cities 


et 
SS 


READ RETAIL 


udy of 
One 


UR Women 
ADVERTISING 
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ated Merchandising Corporation is 
the fact that makers of nationally- 
advertised appliances haven’t been 
able to get into production. 

AMC, a combine of 23 depart- 
ment stores headed by Blooming- 
dale’s, New York, represents $1 
billion in yearly sales. The group 
has scheduled two lines of appli- 
ances, the 194X and 194XX lines, 
with the XX group representing 
improvements over the original 
models. But production must wait 
while the manufacturers, who 
make advertised brands under 
their own names, get the brand 
name merchandise rolling first. 
AMC will sell both national and 
private brand appliances. 


* * * 


Norte will publish editions for 
Britain and France, beginning 
next summer, and thinks it will 
publish 150,000 copies of the Brit- 
ish edition, and 100,000 of the 
French. The magazine believes 
that international audits of cir- 
culation will be possible at that 
time, with international publica- 
tions belonging to ABC. 

* * * 


Magazine-conscious New York- 
ers will soon get a crack at Juin, 
French weekly, which will be pub- 
lished in New York. It will con- 
sist of eight pages, six of which 
will be made up in Paris but re- 
arranged and supplemented for 
the American edition. The other 
two pages will be produced in 
New York by Josette Lacoste, for- 
mer editor of the prewar French 
language New York weekly, 
Amerique, 

* * * 

Advertising appropriations will 
bear the brunt of the economic 
blows which will shortly be dealt 
to the skimpy profits of Dutch 
trade. Holland will not allow ad- 
vertising to be considered a work- 
ing expense. Most of this stems 
from the fact that demand in Hol- 
land will continue to out-balance 
the supply—so, Dutch officials 
reason, advertising funds are ac- 
tual profit used for future good 
will. 


Adwomen to Give Course 


The 18th annual educational 
course of the Advertising Women 
of New York will start Oct. 9, 
with lectures weekly for 24 weeks 
by leaders in advertising and mar- 
keting, including Walter Weir, 
Elmo Roper, Reginald M. Budd 
and others. Students submitting 
prize-winning campaigns at the 
conclusion of the course will be 
awarded cash scholarships for fur- 
ther study in any New York school. 


Traxel Back at Ideal 


Melvin F. Traxel, holding the 
first commendation ribbon to be 
awarded an enlisted man in the 
Army’s Pacific air command, is 
returning to Hollywood as director 
of Ideal Publishing Corporation’s 
photographic unit, in charge of 
photography for Movies, Movie 
Life and Movie Stars Parade. 


Appoints Granger 

D. O. Granger has been ap- 
pointed general sales manager of 
Pierce Renewable Fuses, Buffalo, 


No Burton Browne 
client has a 
competitor with 
better advertising 


ADVERTISING 


Complete Agency Service 


619 N. MICHIGAN, CHICAGO II « DEL. 8300 
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Roop Joins Cleworth 


Richard H. Roop, formerly with 
Plastics, Chicago, has joined the 
Cleworth Publishing Company, 
New York, as Chicago representa- 
tive of Plastics World and Plastics 
Buyer. 


Victor Adds 25 Stations 


RCA Victor Company Ltd., 
Montreal, will launch the RCA 
Victor show over 25 Canadian sta- 
tions, coast to coast, starting Sept. 
12. Spitzer & Mills, Toronto, is 
the agency, 


Fitzgerald Names Wade 


Jeanne Wade has been appointed 
account executive of C. E. Fitz- 
gerald Associates, Dallas public 
relations firm, to handle the new 


No Corn About 
Agency's Acorn 
in Trademark 


Cuicaco—Every once in a while 
somebody who’s been spooning 
out tonics to everybody else, takes 
a dose of his own stuff and finds 
that it works pretty well. 

Reincke, Meyer & Finn, Chicago 
agency, early this year (following 
a name change from Reincke- 


Ellis-Younggreen & Finn) quietly | 


hatched out a trademark, and just 
as quietly began to use it. 
Reincke, Meyer & Finn now is 
sending out small folders telling 
readers that “men live by sym- 


/symbolic trademark. Said the 
‘agency: “The oak tree, the fur- 
‘row, the acorn and the hand— 
|together they symbolize our idea 
‘of good advertising.” 


Industrial Admen Elect 


Gordon Whitbeck, National 
Mfg. Company, has been elected 
president of the Niagara Frontier 
Industrial Advertisers, Buffalo. 
Other officers are John R. Owen, 
Buffalo Chamber of Commerce, 
secretary, and Talbot B. Munch, 
Addison Vars, program chairman. 


Gaby to Joseph Katz 

The Gaby Company, manufac- 
turer of Gaby suntan lotion, insect 
repellent and anti-chap, has ap- 
pointed the Joseph Katz Company, 


Sperti Pushes Sun Lamp 


Sperti, Inc., Cincinnati sun lamp 
manufacturer, through Stockton- 
West-Burkhardt, will launch in 
October issues of Collier’s, The 
Saturday Evening Post and Time, 
an increased advertising cam- 
paign for its portable sun lamp, 
retailing at $37.50. 


‘Pathfinder’ Names Gall 


Damon Gall, for the past 18 
years in the Detroit office of 
Scripps-Howard, has been ap- 
pointed manager of the Detroit 
office of Pathfinder. 


Frank Opens Agency 
Herbert W. Frank, formerly 

with the Boston office of Hirshon- 

Garfield, has formed his own 


ax a ny ee blared me New York, as its advertising|agency, with offices in the Park 
Dramatic Arts. meaning of its “acorn to oak” | agency. auare building, Boston. 
sieaitiaei - . a ea 
Semmens. ae a 


DIVERSIFIED JS MAL 


FORT ATKINSON, WISCONSIN 


° 250 PARK AVENUE, NEW YORK 


Compared to the average farmer, 
the average HOARD’S DAIRYMAN subscriber... 


... receives nearly five times as much income from dairy products...receives more 
than twice as much income from livestock sold...receives 82% more income from 
poultry...receives 16% more income from field crops... has 87% more buying power 
...has 67% more money invested in land and buildings...owns more than three 
times as many milk cows...owns 92% more swine and 78% more chickens...owns 
65% more automobiles and trucks... owns more than twice as many tractors... has 
more than twice as much invested in implements and machinery...spends 89% 
more for petroleum products...spends more than twice as much for 
implements and machinery...spends more than twice as 
much for building materials! 


BUILDS BUYING POWER 


° EDWARD S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 


75 


GREENVILLE, S. C. 
... A SHORT RIDE 


TO BUY 


fon 123,000 
PEOPLE 


Greenville is the buying 


spot for over 123,000 peo- 
ple living within 10 miles 
of downtown Greenville... 
trading center fora 50-mile 
area of 711,711 people... 
heart of Greenville County, 
the state’s leader in 1945 
Retail Sales ($73,645,000°). 


Greenville Aews 


GREENVILLE PIEDMONT 


103% 


in South Carolina’s 


Family Coverage 


Top Trading Area. 


First on Your 


South Carolina Schedule. 


Total Daily Circulation 
75,453 


*Sales Management Estimates—1945 


vk Signe pee 


GREENVILLE 
= 100,000+ 


ih i bs oi ‘i A ‘ @ S 4 : sr ts r : : 2 aes ae sareane 2% is ivy ee es tastes eres z a ee sti. sg mie am dies shale a jee aes 3 Le 
146 a Weis 
| - ‘ 
' —e | ——= —_ —__—_ 
ly | | i 
-en 
rt- | —— 
1ig- PO 
$1 
up 
li- 
es, TE TTT | P 
oe) | — = at 
nal | < *e 
a | Tz 
nd | ¢ 9 (A 
“= | & bs a 
rst. | 
Bi. aaa Sg gs SS 2 y pa 
for Ra rd =— a 
il es | 
it <7 Le ee : | ee 7 a S> 0% 
j | ae eee 
lat ; : | Pate io 
sl fs | <a) in 
“ fe , 7 - | 
in, ” Al ei a 
n= a 4 Ie = f _ Lm 3 
‘eo | x $ % ¢ i Se ee s 
: | Z 3 i ee & € 4 4 i alts Te ita ii 
‘or gs: ee Brees», ey Se d | 
ier & pp Meee a “ fe —— - { 
in | a 9 . a | | re 
ch 5 . : MS rs » & . Se ee * oe . <8 ge q é 5 am eke ce fo: —_ i. J i ‘ : £ 4 * th : : ( ig : 
y; “a ites ~ is me is . , a “4 : se Jue “a 4 a ; & _ .. eo a aa * : , ial 
* : ‘ % vr eS to ee: TM Bag ’ te . es ae i : ee a 
* , e ° ee ee a co ae See a4 ee ~ =. . ee re 
ill : st be 4? a et sa “ a a j oS : — grin 3 bes Se 4 ask 
a | —. ; __ “ me ae —— SS ee = =< = Ske gat Ss Be 
alt ~~ a ae — . ‘ell See ee —— Ss = Tet ee gts = é ey: i 
} a ee ~ penis NS EWE ee pee Ti. oS: ie Seeman ic ee ‘ 
ch cere are ae es i 
ecg te ee — ce RO “RR eta, ee i Eh ect co, SD agate 3 ce f i fi ie 
d- ) ' Bape: 6s ME te smveitiamailimasdl : " r oie a " - a a fed : pain . - no eet eer ae a is ’ te 
k- : Pie kon Teen Tiel el ahaa ial Poe we aE en. ON Te eet ae | a 
ns caps Te ilies Sans lt ie: eae oe a, oe 
/ Bee Eg ee ote 8 ee i, me oe 
y1- i wink eae 2 ‘s ET a : 
ce | ee a 2 =" ¥ bial 
ghee See i a A 2 ae 
c- | a ae | 
od | ge! sail 
| ; eee 
se 
ial sss 
9, 2 
ks i 7 
a . a 
iy’, | - 
dd it on 
ng i ae 
“4 | 1] cm 
a 1} 
ol. ~*~ va ] 
: : ii} | i te 
7 . 1} | . = 
| ih a . 
he ¥ | | 
be ; . -* | 
he RT ee De, a REE gi | a agi 
. 3 te, "eg ne ESS Pee FO AS tim ie sind: ce 
is 2a REE tae, TE 9 SE Ge | es = 
or y% i “ey % eo, ; ae ee ¥ ee a” ” ee aN $a a ey ‘sf = 
1’s fon | aga ee Me agit Oe Salt eo Fag a sa aia “ oe: 
f Ne ae ee eT ag, PO en ae fa sage a fis 
oO ‘Slicer, "CoO ae VET ge en ale Meee Eee ey a 
ie “es * ars . ome De . a pet ~* i.) ae Boies ' aes tape PP ae. } ; . 4 a 4 b. — 
Sa: Seti ee ae ca i ‘et, ee Se a? | —_ 
Py en ee eee ee a a | es 
2 Se | i re desi ¢ = i 2 oe Sd * Big: ee re ey ag a a my . Fe : ee 2 nd 
Ceres eg ee, Hs aie P 46 i tt ie *« a > ‘ # - . Pet ile Pe ame 
6 # a = ie or~ > ee Fi ae pO Ny aba ee | nm - i i the. ‘ Pais alle E : ee Tay ale 4 a # m . ee | Ps: 
p- | Sie hindamle re aici eae Boe. | arr ee eres ‘f | on 
— i oS * ‘<, “af ‘ee ' hae i wil , me a . al Ce ia ~ t ‘ = eu “ mt a 
of : tee np ingh aa = i os a A 4 ey eee {pe a ee, bis = | he a . | siege 
lo, | Be: & at we te bia a . ae ; oe ig gas “yeliix. 4 : a ‘" : ig et ‘ 
‘e ae ii woe iets i ae 4 al ’ : < = = gre a era ae Diy RS ay a as, <f ? | ste 
— hep ie + “ Sar i or a ee J Sa i aia eerie - oa # ap: % oe ‘ St MS |. ig a 
4 —— | ot Seale sc im = iy et Pe Re = 
‘ ee <9 ee? foe 2 ae = ‘ad a iit. 
Do eee a +e. he Se oe ge 
ars t Bs 7 eo es = Be Pe ae end Fey a vas , es ¥ Se oe igi ae 
Br tes —— | es (fm ea | = || =m | ee 
we Ch ee ee ee” ne 
Por se r 2 ° 4 ops. WP. t Ry SES we = — bc Nd Bs pee 3 L = “ 
; ort. * eS. £ reper p= nap al , 
mea et alah: ee Ss iuaaptR ermine Dalia WOE a aad ; ag 1 elspa emp eed ' fans Ss sly a me ‘ned j | 
‘ oy i ; i ee ee a ee # TA a 4 fog Me bs “yeiag:s | 
ae Gs t i ; 4 ae ee Ue ey eee B i 
& . ingame ig " a - Bias TE eT : 
t : : Rca ETE T SL = ——- on ee ] 
——= re aa as cs aaaagsniasasss = renee Ea 
, MARKET 
ST IN SOUTH CAROLIN ) 
Seese ae . ne a mK cee i pt : 
300 


OF LONG LIFE 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkraft® Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


STrademerts Reg. U.S. Pet OF 


Joins Travelers 


Charles H. Conland, formerly 
vice-president, assistant publisher 
and advertising director of the 
Hartford Courant, has joined the 
home office organization of the 
Travelers Insurance companies, 
Hartford, in the compensation and 
liability department. 


DEALERS’ WINDOWS 


TRUCKS 


— Complete vert & Technical Sewice « Write: 


AMERICAN DECALCOMANIA CO., Inc. 


4332 W. FIFTH AVE., CHICAGO 24 © 636 llth AVE., NEW YORK id 


OFFICES IN ALL PRINCIPAL CITIES 


“Little Cities Within a City”—a complete analysis of the Toronto consumer 


APPROACHES *% TORONTO 


The accepted approach to buyers in 
Toronto, for three generations. has been 
through the advertising columns of The 
Evening Telegram. These readers are 
concentrated in the centre of the rich- 
est market in Canada—the area, within 
a radius ot one hundred miles of the 
city which contains one-sixth of the 
population of Canada and one- -third of 
its buying power. 
Evening Telegram covers a major por- 
tion of this great consumer market. 


The use of The 


market sent on request. 


i he nade "pone 


TORONTO 
New York: 
Chicago: JOHN E. LUTZ 


CANADA 


DAN A. CARROLL 


Ramet die 


Armed Forces 


Richard G. Gano Jr. (Navy) has 
joined the art department of Par- 
dee, Cash & Associates, Holly- 
wood. 

George Scher (Army) has joined 
the motion picture division of 
Foote, Cone & Belding, New York. 
Arthur C. Brown (Navy) has 
been named sales manager of Dia- 
dem, Inc., Leonminster, Mass., 
maker of Grip-Tuth Hairtainers. 

Dan A. Gattoni (AAF) has been 
appointed national advertising 
manager of the Daily News, Mi- 
ami, Fla. 

Stuart D. Distelhorst (Army) 
has returned as sales promotion 
manager of Cochrane Corporation, 
Philadelphia, maker of boilers and 


industrial water conditioning 
equipment. 
G. C. Mossman (Army) has 


joined Tracy-Locke Company, 
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Dallas, Tex. 

Ronald Goodman (Army) has 
been appointed to the new post of 
publicity manager for Ekco Prod- 
ucts Company, Chicago. 

W. R. Denning Jr. (Army) has 
returned to the New York office 
of Sherman & Marquette, Inc. 

H.. Alonzo Staab (Army) has 
been appointed art director of 


Armstrong, Schleifer & Ripin, 
New York. 
Joseph F. Le Sac (Army) has 


returned as advertising and sales 
promotion manager of Phoenix 
Hosiery Company, Milwaukee. 

Arthur W. Lundell (Army) has 
joined the promotional staff of 
National Transitads, Chicago. 

Frederic S. Kelley (AAF) has 
joined the Albert F. Mathason 
Agency, Philadelphia, as a copy- 
writer. 


Increases Ad Rate 


Science Illustrated, published by 
McGraw-Hill, New York, will 
guarantee a circulation of 400,000 
and establish a new basic page 
rate of $1,400, both effective Jan. 1. 
George J. Seaman has been named 


general manager. 


Fuller Names 3 Agencies 


George A. Fuller Company, New 
York, under contract with the War 
Assets Administration to dispose 
of several hundred million dol- 
lars’ worth of surplus property 
located in Utah, has divided its 
advertising business, under direct 
sub-contracts, among three agen- 
cies—Gillham Advertising Agency, 
Salt Lake City, R. T. Harris Ad- 
vertising Agency, Salt Lake City, 
and McCarty Company, Los An- 
geles, which has established a 
Salt Lake City office to handle its 
portion of the business. 


Houseware Groups Band 


National Housewares Manufac- 
turers Association, Chicago, has 
been formed by two predecessor 
organizations—Housewares Manu- 
facturers Association of Chicago 
and the New York Housewares 
Manufacturers Association, George 
Fritz Jr., president, F. H. Lawson 
Company, Cincinnati, has been 
elected president. The first house- 
wares show sponsored by the new 
association will be held in Phila- 
delphia April 27 to May 2. 


; H 
ope nothing from foreign governments. They will 
never be really willing to aid you until you have shown 


that you are strong enough to conquer without them 


We produce two types of mats; the Standard and 
the Precision mat, each moulded by direct pressure. 
The Standard mat though designed for simple 
screens, often produces surprises when called upon 
to do more. Because of economy it is frequently 
selected for subjects of multi-numbered tones and 
average contrasts. In such instances this mat has 
often provided excellent reproduction. * Our Pre- 
cision mat is designed for the most difficult screen 
subjects. A premium mat, highly coated to preserve 
halftone dots, it represents the highest guarantee to 
satisfactory reproduction. Please write or phone us 


for more complete information about our mat service. 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL ST., CHICAGO 5, 


TELEPHONE HARRISON 3732 


ELECTROTYPERS » NICKELTYPERS * MATRICE MAKERS » STEREOTYPERS 


ILLINOIS 


—MAZZINI 
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Display Institute 
Picks Four Brands 


for Trenton Test 


NEw YorK—The Point of Pur- 
chase Advertising Institute will 
begin its first pilot study to meas- 
ure the audience reached by win- 
dow displays (AA, Sept. 2) in 
Trenton, N. J., on Oct. 7, with 
the cooperation of the makers of 
Anacin, Feen-a-Mint, Chase & 
Sanborn coffee and Canada Dry 
sparkling water. 

The study, to be made by Fact 
Finders Associates, will attempt 
to develop a new research tech- 
nique in the measurement of the 
effectiveness of display advertis- 
ing and will be used in a large- 
scale single-market study next 
year. 

Window displays for the four 
products will be installed in Tren- 
ton and will be dissimilar to those 
used for the same products else- 
where. Two hundred interviews 
will be conducted during the week 
of Oct. 7-14, before installation 
of the displays, then the test win- 
dows will be installed and 400 
additional interviews conducted 
after the windows have been on 
display for one week. 

The study hopes to establish the 
percentage of the population 
which will remember having seen 
a window display during a normal 
showing; what changes, if any, 
are desirable in interviewing 
methods; and the attitude of re- 
tailers toward window displays, 
as well as the suggestions they 
may have for their improvement. 

The audience will be measured 
by a random sample of the popu- 
lation with respondent rotator, 
random selection of intersections 
covering a full 100 paces (or one 
block) each way from the inter- 
section, and Lucas confusion con- 
trol. Interviewer kits will have 
color reproductions of more than 
12 window displays. 

The institute’s board of direc- 
tors, at a meeting last Tuesday, 
made plans to begin a drive for 
increased membership to make 
the institute still more represen- 
tative of the medium, and ap- 
proved plans for the Trenton 
study. 


WALTER A. WILLISON 


ToroNTOo — Walter A. Willison, 
58, account executive with the 
MacLaren Advertising Company 
here, died in a hospital Sept. 13. 
He was the son of the late Sir 
John Willison, once editor-in-chief 
of the Toronto Globe and the To- 
ronto News and Canadian corre- 
spondent for the London Times. 

Before World War I, Mr. Willi- 
son was London correspondent for 


the Toronto News, and on his re- | 


turn from overseas in 1919 he 


headed the editorial department 
of the Canadian Reconstruction 
Association. Later he was associ- 


ated with his father on Willison’s | 


Monthly and was a correspondent 
for the London Times. He had 


LOOKING FOR 

TWO-CAR 

GARAGE OWNERS? 
x 


The oil man operates two cars... 
one in his business ‘of chasing from 
office to field, field to field, along 
pipelines from pumps to terminals 
and refineries. The other stays home 
for family use .. . and for the boss 
to use while his field car is getting 
laundered. : 

The two-car man is twice the pros- 
pect of the one-car man when it 
comes to selling cars, tires, batteries, 
etc. His paper is.. . 


The OIL WEEKLY 
Houston New York Cleveland 
Chicago Tulsa os Angeles 


served as senior executive with 
the MacLaren agency for the past 
18 years. 


FRANKLIN M. JONES 

BuRLINGTON, VtT.—Franklin M. 
Jones, 73, formerly head of the 
national billboard leases depart- 
ment of General Outdoor Adver- 
tising, died here recently. 

Mr. Jones joined O. J. Gude 
Company in 1900. When that com- 
pany was merged with GOA in 
1924, he entered the leases depart- 


| with stations here since 1942. His 


ment. He retired in 1932 to be- 
come a real estate broker. 


JOHN NEBLETT 
Cuicaco—Johnnie Neblett, 34, 
radio producer and announcer, 
was killed with Brice A. Bucking- 
ham, 46, sales manager of National 
Sheet Steel Corporation, Sept. 15 
when Mr. Neblett’s plane crashed 
at Tam O’Shanter Country Club. 
Mr. Neblett, formerly in radio 
work in St. Louis, has worked 


transcription show, “So the Story 
Goes,” is heard on about 100 sta- 
tions throughout the U. S. 


Philip Lasky Rejoins 
Associated Broadcasters 
Philip G. Lasky has returned 
to Associated Broadcasters, San 
Francisco, owner of Station KSFO 
and short wave stations, as vice- 
president and general manager, a 
position he resigned seven years 


ago to become manager of Station 
KROW, Oakland. 


77 


Mr. Lasky is disposing of his 
interest in the Lasky Company, 
San Francisco and Oakland 
agency, to Wallace F. Elliott, with 
whom he formed the agency seven 
years ago. 
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SOUTHERN 


expands with Southern Business! 8700 
net paid, as of August Ist, an all-time 
high, represents a 17°% gain in SOU- 
THERN HARDWARE circulation for the 
first 8 months of 1946. It reflects pres- 
tige, influence and reader interest of 
the South’s own hardware publication. 


HARDWARE circulation 


NOT A WAR OR POSTWAR BOOM 


These gains are sound and continuous — not the results of a 
war or postwar boom. For during the decade before the war 
the South showed a 30.4%, increase in “hardware store” sales 
while the rest of the country lost 19.7%. 


A GREAT MARKET FOR HARDWARE 


Southern hardware wholesalers and retailers are looking 
ahead — making plans to maintain and increase their volume. 
Now is the time to build and enlarge your product recognition 
with the Southern hardware trade. 


SOUTHERN HARDWARE — reaching twice as many Sou- 
thern retail hardware stores as any other hardware publica- 
tion — will help you keep your name and product before the 
large majority of hardware jobbers and retailers in the 16 
Southern states. It is the only publication that does a thorough 
job of cultivating the great Southern market. 


The long-range, upward trend of hardware volume, evident 
before the war in the 16 Southern states, continues to mount 
to new high levels. 


1946 WHOLESALE HARDWARE SALES UP 33% 

General wholesale hardware sales, during the first 5 months 
of 1946, gained approximately 33°, over the same 1945 
period according to U. S. Department of Commerce figures. 


Retail hardware sales gained approximately 39% in the 


The 92.95% rise of general retail sales all over the South as 
compared to only a 66.28% rise for the remainder of the 
nation, from 1939 to 1945, is strong evidence that the South’s 
prosperity is a long-range trend and not merely a war-born 


W.R.C. SMITH PUBLISHING CO. 
Grant Bidg., Atlanta 3, Ga. 
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How 6. W. Hill 
Raised Luckies 
fo Top Position 


(Continued from Page 1) 
cigar,” was not successful. He 
failed to reach the pinnacles, too 
with Half & Half tobacco, whic 
ranks below Reynolds’ Prince Al- 
bert in sales and which has not 
been advertised seriously for five 
years. And Sweet Caporal, 50 
years ago the largest-selling cig- 
aret, today is just another of 
America’s more than 50 brands. 
But these are minor details. 


A Relentless Worker 


G. W. Hill literally gave his life 
to Lucky Strike. 

He worked at it relentlessly, 
often day and night; consistently, 
through a maze of personal in- 
consistencies. 

He was not, for example, a 
“self-made man.” Percival Smith 
Hill, his father, who had been a 
carpet salesman, came into the 
favor of James B. Duke, who con- 
trolled the “tobacco trust,” dis- 
solved by federal decree in 1911, 
and P. S. Hill became president 
of American Tobacco Company. 

G. W. Hill, educated at Horace 
Mann School and Williams Col- 
lege, was successively salesman, 
sales manager for Pall Mall cig- 
aret, and then vice-president of 
the company. The “tobacco mar- 
ket’—what there was of it—was 


|composed entirely of adult men, 
|most of whom smoked cigars or 
|pipes, and some of whom chewed 
_or snuffed tobacco. Relatively few 
|smoked cigarets. Women, in pub- 
|lic at least, did not smoke at all. 


Broadening the Market 


The ‘convenience’ of cigarets 
was emphasized, however, by their 
/rapidly expanding popularity with 
,our service men in World War I. 
Camel was the sales leader then. 
| But young Hill induced his father 
|to promote the recently-acquired 
Lucky Strike brand on the first 
of a lot of semi- or pseudo-scien- 
| tific themes, “It’s Toasted.” (The 
‘tobacco for Luckies, and all other 
|cigarets, is heat treated.) The 
| “toasting” was supposed to make 
Luckies “kind to your throat.” 
| The old tobacco “trust” had ad- 
vertised or not as it saw fit. In 
1895 it spent $1,000,000 on pre- 
'miums. Then for three years it 
‘tried to save money by cutting 
out advertising. Minor companies 
moved in aggressively and caused 
a reversal of this policy. By 1910 
the “trust” was spending $10,000,- 
000 in advertising annually. 


Promotion Budgets Up 


With the Supreme Court dis- 
solution order in 1911, 14 members 
of the old company, including 
Reynolds, Liggett & Myers, and 
Lorillard, began to fight for their 
share of the growing market, with 
the result that by 1913 they were 
spending a total of $23,500,000. 

Fifteen years later, G. W. Hill 
—then engaged in getting men and 
women opera singers to say that 
“Tuckies are kind to my throat” 
—spent $20,000,000 in advertising 


George Washington Hill 


| 
and sales promotion in one year | 
to support this and similar con- | 
tentions for his products. The ad- 
vertising budget for Luckies alone | 
in 1929 was $12,300,000. | 
In the latter part of 1928, Mr. 
Hill became aware of a “new com- 
petition” and decided to do some- 
thing about it. This was the com- 
petition, not between products, 
but between industries. This com- 
petition sprang not only from the 
fact that people had only a lim- 
ited amount of money but a lim- 
ited amount of time. When they 
were doing one thing—using one 
product—they couldn’t be doing 
or using another. 


Mother Provides Idea 


G. W. Hill told this writer at 
the time that he got the brain- 


storm, “Reach for a Lucky in- 
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stead of a sweet,’ from his mother. 
She had mentioned to him that 
when she was eating candy she 
didn’t smoke, and vice versa. He 
decided that more people should 
spend-mere time smoking—pref- 
erably Lucky Strike cigarets—and 
so he launched a campaign to 
show that one didn’t get fat from 
smoking Luckies. 

The National Confectioners As- 
sociation, which recently had 
launched a $1,000,000-a-year “one 
more bite’ campaign, writhed. 
Many of its members boycotted 
Lucky Strikes and tried to get 
dealers and consumers to do like- 
wise. Some of them ran ads on 
“coffin nails.” Collectively, they 
rose in their wrath and got the 
Federal Trade Commission to 
force American Tobacco to elimi- 
nate the word “sweet” from 
Lucky Strike advertising. 


The Campaign Catches On 


But the slogan and the cam- 
paign—which appealed especially 
to women—had caught on. (Mr. 
Hill told the writer that in New 
York City alone in two months 
it boosted Lucky Strike sales 
25%.) Modified to simply “Reach 
for a Lucky . .,.” and then to 
“Avoid that future shadow,” it 
continued to catch on. 

(Mr. Hill did not mention the 
fact but, 15 years earlier, in 1913, 
Lucky Strike was giving a candy 
bar with each package, in the 
hope of stimulating sales.) 

Women must be _ persuaded 
gently, especially where their 
mores are concerned. But the cig- 
aret people had gone far enough 
to convince many of them, and 
even their menfolk, that a woman 
could smoke, in public, and still 
be a lady. It was no longer neces- 
sary even for Chesterfield to have 
a girl say to a man in an ad, 
“Blow some my way.” And cig- 
aret sales in the 14 years from 
1914 to 1928 had increased seven- 
fold. 


A Restrained Belly -flopper 


Mr. Hill was proud of the fat 
people who appeared, at their 
worst, in succeeding versions of 
the “Reach for a Lucky .. .” series. 
A fat man was shown diving off 
a board. Mr. Hill held up a proof 
of a 1,600-line ad on this catas- 
trophe, and roared to this re- 
porter: “Lord, what a belly-flop- 
per that fat fellow must have 
hit!” 

But already, by 1929, his ex- 
uberance was being curbed a bit. 
The job of running a $300,000,000 
corporation must at least be made 
to appear dignified. Mr. Hill had 
a public relations man by then, 
Ivy Ledbetter Lee, and Mr. Lee 
put his foot down when the re- 
porter tried to quote Mr. Hill 
verbatim on belly-flopper. 

The “future shadow” campaign 
Mr. Hill developed from a win- 
dow display for a detective story, 
which he happened to see. 


Maintains Promotion 


Just after the stock market 
crash in October, 1929, he told 
your correspondent that he had 
supreme faith in American busi- 
ness and especially in the Ameri- 
can Tobacco part of it, and that 
he would spend $18,000,000 in ad- 
vertising in 1930. But he didn’t. 
A lot of business leaders reduced 


|their advertising in that year. 


rose from 32 billion to 58.5 billion 
units, and Chesterfield from 33 
to 45 billion (AA, July 16, 1945). 
Mr. Hill apparently had learned 
how to get more sales from his 
advertisiig money. His three- 
media expenditures in this 10- 
year period dropped from-$8,120,- 
000 in 1934 to $5,290,000 in 1943. 
Camel’s meanwhile dipped from 
$10,572,000 to $8,252,000, and 
Chesterfield’s from $9,575,000 to 
$7,528,000. 
In 1945, American Tobacco’s ex- 
penditures in newspapers, maga- 
zines and network radio time were 
listed by the Magazine Advertis- 
ing Bureau at only $2,834,418— 
all for Lucky Strikes. Talent costs 
and other factors probably brought 
the 1945 total to $6,000,000. Start- 
ing this summer, the company 
moved up to an annual advertis- 
ing basis of more than $10,000,000, 
with Pall Mall as well as Lucky 
Strike being emphasized. 

Mr. Hill did not live to see these 
efforts bring the hoped-for 100- 
billion-unit sales volume. 


Tried Them All 


At different times, Mr. Hill 
used almost every medium. In 
newspapers, an American Tobacco 
campaign usually included every 
English language daily in the 
country (except the four, the 
Deseret News in Salt Lake City 
and three Pennsylvania papers, 
which do not accept tobacco ad- 
vertising). These campaigns would 
run twice a week for 10 weeks. 

A decade ago Barron Collier Jr. 
sold him an idea for a car card 
campaign, and he scheduled over- 
door double cards on cars through- 
out the country. He went into 
magazines late but stayed there 
consistently, although the list was 
reduced during the wartime cig- 
aret shortage. The leading cigaret 
companies have done little in out- 
door posters in recent years, but 
Camel especially is active now in 
spectaculars. A Hill “outdoor” 
venture was in connection with a 
miniature Lucky Strike factory on 
Broadway. 

One of his “consistencies” was 
that during his regime he never 
used premiums for Lucky Strike. 
Also, unlike Camel and Old Gold, 
he never ran a contest. 


Decried Reminder Ads 


Fifteen years ago, when the ad- 
vertising theme was being changed 
every few months, he told this 
writer: “Personally, I don’t be- 
lieve in reminder advertising. I 
think it’s a waste of money.” And 
yet the $3,000,000 campaign in 
newspapers this summer, the 
steady year-round emphasis on the 
tobacco grower in magazines and 
the tobacco auctioneer. on the 
Jack Benny and “Hit Parade” pro- 
grams, both with “LS/MFT,” have 
been essentially “reminder.” Even 
“so round, so firm, so fully packed 
. . .’ has become by reiteration 
hardly more than that. 

George Washington Hill had a 
showman’s complex long before 
network radio started. As the 
medium grew he switched largely 
from printed media and threw his 
“all” into it. The “all” was not 
merely most of his advertising 
budget but his own interest and 
demands. He liked his music loud 
and fast, and at one time had two 
“Hit Parades” (one from Carnegie 
Hall) offering it. But he also 


|'Mr. Hill, however, continued to 
/advertise more steadily than most. 
| Camel, with 40 billion units in 
/1929, was forced back in 1930 by 
Luckies, which rose to 42% bil- 
lion units, as against 38 billion 
|for Camel. Between 1931 and 1932 
'Camel reduced its expenditures 
for newspaper and magazine space 
'and network radio time from $10,- 
000,000 to $2,389,000, while Lucky 
'Strike cut only from $13,649,000 
_to $10,850,000. 

Between 1934 and 1943, on the 
|other hand, the Curtis Publishing 
‘Company found that Lucky Strike 
|increased its volume from 34 to 
68.5 billion units, whereas Camel 


NO USE TURNING 
CUSTOMERS AWAY 


|And cot ven may If You 
or us at. | Manufacture 
There’s a 7 billion and Sell 


dollar market you 
could encouragej COSMETICS 
simply A letting& 
these people know you’d welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
| dence, good will and regular patronage. 
| But whether your product is cos- 
| metic, food, drink, wearable, or any- 
| thing else, it will pay you to write to 
| Interstate United Newspapers, Inc., 545 
Fifth Ave., New York, for the facts on 
the suecess: stories built out of reach- 
|ing this great and growing market. 
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n sponsored for brief periods such|president and general counsel of|and Percival S. Hill; a daughter, | he cut him off as a direct buyer. ..| thc make. .. The nervous, ruth- 
33 “highbrow” programs as “Infor-| American Tobacco and now presi-| Mary Hill, and two sisters, Mrs. | Six cups of coffee at one meal. ..| less energy with which the man 
). mation Please” and the Metro-}dent of American Cigaret & Cigar.|Gertrude Hill Roper and Mrs.|The time after he had blurted to| drove himself and others. . . 
~d politan Opera. His performers|He dropped out of the spotlight | Katharine Hill Boyer. me a fact which might have dam- “Nature in the raw is seldom 
is have included Jack Pearl, Jack|—to which “The Hucksters” and ‘ ; aged relations with one of his| mild.” 
“a ; Benny, Walter Winchell, Frank|then his death suddenly restored Nature in the Raw ... biggest customers, and he asked 
D- Morgan, Kay Kyser and Frank | him. Few advertising men may want} me to hold up my right hand and 
hes Sinatra. His musical preferences George Washington Hill was/to emulate his methods. but no/|swear never to divulge it... The 
3. were “Over There” and “Lucky|married thrice. With him when) one could question his success or | culd blue eyes in the too-red face, 
m (Happy) Days Are Here Again.”|he died was his wife, the former/his color. . . Those little white! above the black bow tie, the white 
id Miss Mary Barnes, who had been /|hats which he bought in France a/shirt and the blue suit. . . The. 
to TURES We Copetens his secretary. He also leaves two|dozen at a time and wore in the/| dismal black-walled room at 111 | 

Probably Mr. Hill voted Re-/sons, George W. Hill Jr., vice-| office... The poem he wrote to|Fifth Ave., which somehow re-| 
e- publican. He told this reporter at| president of American Tobacco,|the head of United Cigars when|minded one of an undertaker on| 
a the bottom of the depression in 
re February, 1932, that he feared what 
s- the forthcoming New Deal might ee ck ee ae se om 
* do for business. Among other Rory : _" 
ihe things, he chafed under OPA price) J I | — 
ht restraints during the war, and RE] 
+ curtailed advertising sharply be- RE] 
ny cause of them. But 12 years ago| — WE 
of he promoted the NRA’s Blue Eagle 5. 
0, (as did almost everyone else for — 
Ky a time), and during the war he Tue 

boasted of shipping large quanti- — THE G AB B ATH 

se ties of Luckies to our forces over- 
0- seas. He even made capital of 


the fact that “Lucky Strike green 
has gone to war.” The green has 
not yet been restored. 


mf Mr. Hill’s difficulties with the 
In government have been well pub- 
Yefe) | ilcized, but probably his most 
ry i serious run-in has never been re- 
he ported. About 10 years ago he. 
he started to publish a series of tes- | 
ity timonials from Congressmen and | 
rs, Senators. Among others, he sought 
d- | one from Senator Royal Copeland | 
ld of New York. Senator Copeland | 
| tried to use a written offer from | 
Jr. American Tobacco as evidence in_ 
rd a Congressional investigation. A | , " 
>y- pitched battle between a Copeland | , — 
+h- representative and L. Ames | 
ito Brown, then president of Lord & 
sre Thomas, American Tobacco’s | HE QUERY: “Who takes care of the care- 
7as agency, disposed of the invitation. auf : . 
ig Stays with Agency taker’s daughter?” is quite the more easily 
re “179 ‘ : 
One of Mr. Hill’s “consistencies” re nd 
” nes heek tic levally to Albert answered than: “How do they dream up a 
: Lasker, long head of Lord & : f tures 
jin Gee. oak ee, ke suc drum up all the assignments that make fea ee ¢ ComeseaE 
cessors, Foote, Cone & Belding. | : 3? Sunday Editor 
an When FC&B was formed he issued | in @ Sunday newspaper: 
. a statement emphasizing that he) : e “Who” of this 
= would continue to do business | At The Detroit Free Press, th W. ¢ b 
cn Se ew epee. Thang 6 | " ing” i ial and worldly- —_— sort requires all the assiduity of a battering ram 
Hea Rubicam at one time got part of | dreaming and drumming 1S genial a y q ty F 6 & ' 
the account, Sut Cropped it when | illi in. “How’’ he does it to get things done, and the erudition of a passe 
Id, Mr. Hill’s demands took too much | wise William J. Coughlin. & & i ; 7" 
time of its principals. Ayer and | i of “Quiz Kids” to know what to select and how 
Compton both entered the Ameri- | passeth understanding. Q kK b h 
can Tobacco picture briefly. Ruth- | i en doing a mighty good to find it. If you think your job is a tough assign- 
= rauff & Ryan has just lost the) Apparently Bill has be & & ty g y : J q Bill rs 7 
hi com Teeny Sas FIeek Reece | circulation of the Sunday Free — ment, try putting your feet under Bill Coughlin’s 
en shows, about $3,000,000 billings, job because the circ y eae la 8 
I oe Peete, Sane DS Senne, Wao | Press has surged upward in the last five years desk for a month. 
al now has the entire account. } ; ; ' ; 
in ee seen ee — from 308,602 (March, 1941*) to 426,012 (March, Coughlin brings to his work not only pride in 
ucksters” appeared las ay (re- ‘ ; 
= pr hee — W. “= a | 1946*), an increase of 117,410 or 38%. the doing, but the helpful knowledge that he is 
startlingly as van Llewellyn | : ; 
a Evans, soap tycoon), neither Mr. | To keep atop of the passing show of the part of a great team of editorial folks who labor 
6 Hill nor any of his associates | _ 
ave would comment on the book or the world, Bill has to “remember the Sabbath Day’ well, unremittingly and successfully to make The 
resemblance. | ‘ : 
ced Although the public relations seven days a week. No sooner has he “bedded Detroit Free Press best-read, best-liked and most- 
: firm of Ivy Lee & T. J. Ross has ; : 
- parted company with American down” his Sunday paper than arises the vexatious wanted in the Fourth Market. 
ie Tobacco, Mr. Hill in recent years ; i 
ore did not need their services in| task of ‘next Sunday.” To carry on a job of this *Six month’s average net paid. 
the dealing with the press. Neither | 
re] did he need the restraining hand | 
ped ' of Paul Hahn, formerly vice- 
| 
not | * 
ing : 
and | 
oud 
wo | EXPORT TRADE | | 
: j | 
zie | | ER 
_— | and SHIPPER JOHN S. KNIGHT, PUBLISH 
— is the best medium through 7 . . 
which to reach export man- Story, Brooks & Finley, Inc., Representatives 
iG agers, export shippers and 
. other foreign trade executives 
\i | in the United States. 
This magazine is the only 
1 member of the 
cs AUDIT BUREAU | Jag 
— i OF CIRCULATIONS | = Se 
“a> : which is edited exclusively | F- OR 4 VE 2 
mnfi- for these export executives a 
= ' of American manufacturers. | 
any- ) a : 
eto EXPORT TRADE and Shipper 7 . = c E N T U RY y 
oe | 20 Vesey Street, New York : ; 
ach- 
‘ket. 
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“Hey, how do you guys spell ‘inimitable’ ?” 


Ted’s going to be plenty sore when he sees this ad! 


Although “inimitable”’ is certainly just the word for Ted Williams, star of 
the Boston Red Sox, or Ted Williams, sports commentator of The Boston Globe, 
the “Splendid Splinter” would never tag anyone... certainly not himself... 


with a ten-dollar adjective like this. 


But the words he does use in his breezy, punchy, behind-the-scenes column 
in The Boston Globe pack a wallop and delight his readers fully as much as 


his game-winning homers please the fans. 


Getting Ted Williams to join The Boston Globe team for the last ten weeks 


of the baseball season is typical of this paper’s alertness in providing its | 
readers with timely, exclusive features . . . is another good reason why The 


Boston Globe continues to be Boston’s best-read newspaper. 


Hhe Boston Globe 


MORNING - EVENING - SUNDAY 7 
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JOR VIEGIN WOOL 


NEWCOMER—This is the first Deering-Milliken & Co. consumer advertising 

in the company's 81 years, and one of the four-color page ads placed through 

Young & Rubicam, New York, in current issues of Harper's Bazaar, Mademoiselle, 
Seventeen and Vogue. The campaign will include Life early in 1947. 


AT G-E INSTITUTE REOPENING—Shown here as the redesigned General Elec- 

tric Co. Lighting Institute reopened at Nela Park, Cleveland, are, left to right, 

W. A. Clabault, Cleveland manager of Electrical Manufacturing; Dr. Matthew 

Luckiesh, director of the institute's research laboratory; Hildegarde Zadig, asso- 

ciate editor, Interiors; Bert Lowe, advertising manager, Building Reporter & 

Realty News, and W. H. Robinson Jr., manager of advertising division of the 
G-E lamp department. (Story on Page 24.) 


aa 


EVERYTHING MOVES IN THIS ONE—A spectacular so spectacular that a six- 

story building had to be bought to support it has been unveiled in Pittsburgh, 

home of D. L. Clark Co., maker of the candy bar featured in the display. A 

mile of neon tubing and numerous lamps in a complicated electrical setup built 

by Pittsburgh Outdoor Advertising Co. effect twinkling stars, drifting clouds 
and numerous other astronomical phenomina. 


Sie 
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~ CRACKERS 


he «tae 


ANGELIC—Pond's Extract Co., New 
York, introduces its new Angel Face 
makeup with the support of the cher- 
ubs. Advertising, through J. Walter 
Thompson Co., will appear in Harper's 
Bazaar, Mademoiselle, Vogue and the 
Sunday color supplements of the Phila- 
delphia Inquirer, New York News and 
Chicago Tribune, all in four-color 


pages. TAKES ON REALISM—Recent flood waters near East St. Louis, Ill., created a 


realistic swimming hole for the boy who is diving in this Union Biscuit -Co. 
poster. The board was prepared for the St. Louis baking company by Gardner 
Advertising Co., St. Louis. 


ON THIS SITE : , 
| The Philadelphia Ynguirer 7 


ustructing 
THE WORLDS LARGEST | 


| ROCOTFBUIFE 
~ pbs I PLANT 


SIDEWALK SUPERINTENDENTS’ PAVILION 


Deena = 


SEATS FOR SUPERINTENDENTS—The Philadelphia Inquirer achieves a new hich in cooperation with the Sidewalk Superin- 

tendents Club by providing a spacious grandstand seating 120 behind this 80-foot-wide sign in front of the location of its 

new rotogravure plant, Entering at the right, the SS's get a full view of construction proceedings and are entertained with 
news and music piped in from WFIL. Thus far, no refreshments are being served. 


NEWSPAPER REPRESENTATIVES ELECT—Thomas W. Walker of Sawyer-Ferguson-Walker Company (third from right) re- 

ceives the congratulations of his predecessor, Gerald B. McDonald, Williams, Lawrence & Cresmer Company, on his elec- 

tion as president of the Newspaper Representatives Association of New York. Other officers in the group are, left to 

right, George J. Allan, J. P. McKinney & Son; Lee Ward, Ward-Griffith Company; Leslie H. Brownholtz, O'Mara & Orms- 
bee, and Leonard L. Marshall, John B. Woodward Company. 
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NIPPER WORKS HARDER THAN EVER—Victrola's famous Nipper has been reborn and is working harder than ever 
these days for Radio Corporation of America. In this unusual spread addressed to dealers, the history of the famous trade- 
mark is the whole story. The same copy is appearing in consumer advertising. 
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Steiner Leaves ‘Post’ 


William Steiner has resigned as'/ 
assistant promotion manager of 
the Washington Post. He was for- 
merly with Scholastic Magazine, 
and previous to that with Topics 
Publishing Company. 


Joins Hunt Foods 
Joe R. Collins, who before the 


war was-advertising manager of | 
Libby, McNeill & Libby, Chicago, | 
/executive and the bulk of the in- 


has joined Hunt Foods, Inc., Los 


Angeles. 


= »' : 
NUINE 
[= ‘PHOT 0S 3:: 
B <p. 
"Unsurpassed in he 

ais Quality at any oat See we 
sag N NEGATIVE CHARGE—NO EXTRAS OF ANY KIND BS. 
¥ ‘GU EA. in 100 Lots 
F 52+ EA. in 1000 Lots 

POST CARDS or 4°x5"s 

522.00 per 1000 Lots 


24 HOUR SERVICE ON REQUEST 
“THE PHOTOGRAPHER'S PHOTOGRAPHER “”’ 

WRITE DEPT.90 

7 N65 West 46 St. a 

ographers NewYorl9NY 23% 


ENLARGEMENTS = 
30° x40" $3.85 EA. | 
20°x 30" $2.50 EA. 3 


| government 
| firms and such marketing organ- 


BAE Survey Unit 
fo Lose Chief, 
Most of Staff 


(Continued from Page 1) 


terviewers in the field are accom- 
| panying Dr. Lickert in setting up | 
/a survey research center at Mich-_| 


| igan. 


When it is operating, the center 


EAS will train graduate students in the 


research techniques worked out 
‘by Lickert and his staff here at 


|the Bureau of Agricultural Eco- 
| nomics. 


Moreover, it will ‘“atti- 
tude research” under contract for 
agencies, industrial 


|izations as are willing to release 


a | the results. 


Such projects, the scientists ex- 
plain, will deal with general 
“thinking” of the population, and 


_will not be particularized to the 


point of determining which brand 
of beer the public prefers. 


Army Signs First 


| First client of the Michigan unit 
will be the Quartermaster Corps 
\of the Army, which has asked Dr. 
|Lickert to interview soldiers here 
/and overseas to find out their re- 
action to new uniforms now being 
| planned. 

| Set up in 1936 by Secretary 
Henry Wallace, BAE’s surveys di- 
vision struggled with a budget of 
‘less than $100,000 until Dr. Lick- 
ert left the Life Insurance Re- 
|search Bureau to take charge in 
1939. 

With the war, it became a vital 
home front “weapon,” providing 
Treasury with fast, expert advice 
on effective sales “arguments,” 
telling OWI where information 
programs were missing their mark, 
reporting how widely OPA and 
WPB problems were misunder- 
stood. Moreover, Lickert 


extensive work for the Army. 


and | 
members of his staff have done) 
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samples, BAE based its studies on 
reports from professional inter- 
viewers who attempted to report 
the “real beliefs” of the people 
they were assigned. 


Talk ‘Around the Point’ 


In conducting their interviews, 
BAE field personnel avoided direct 
questions, attempting instead to 
talk “around the point” to find out 
how strongly the alleged convic- 
tions were held. 

Congress, always suspicious of 
“planning,” cut deeply into the 
agency’s budget as soon as the war 
ended. The Agriculture Depart- 
ment, anxious to convince “the 
Hill” that it was working full time 
for the farmer, decided that there 
were to be no further studies 
which could not be directly justi- 
fied from an agricultural point of 
view. 

In the drive to take BAE out of 
the area of controversy, the di- 
vision of program surveys became 


the division of special surveys. 


Secretary Anderson issued orders 
that it was to refuse work from 


Using small, carefully - selected | other government agencies unless 


NEW ORLEANS TIMES-PICAYUNE-STATES 
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wousTom CH 


NASHVILLE TENNESSEAN 
LOUISVILLE COURIER-JOURNAL 


And Why? 


And More! 


less full color. 


convenient single-order 


Chronicle. 


: Because the extra effort of local 
| editing and local planning pays off two ways. 
. It pays off in higher readership figures for the 
six Sunday Magazines; it pays off in greater 
sales’ returns for the advertisers. 


Locally-edited Sunday 
magazines in six major 
markets with over 1,246,000 
total copies each Sunday 


All six magazines feature a new 
1000-line page size with rotogravure beauty of 
reproduction in monotone, duotone and match- 
Order them individually or as a 
single-copy package. 
Write Standard Gravure, Louisville 2, Ky.; or 
contact Branham Co., Jann & Kelley, O'Mara & 
Ormsbee or Sawyer-Ferguson-Walker Co. 


TO THE LEFT is an example of the “Local 
Editorial Touch” as found in the Houston 


ATLANTA JOURNAL 


COLUMBUS DISPATCH 


HOUSTON CHRONICLE* 


* Color will not be available in the Houston Chronicle until 1947. 


the projects had his personal ap- 
proval. 


Roy Smith Named Head 


With the departure of Dr. Lick- 
ert, Dr. Angus Campbell, his as- 
sistant, and others of the wartime 
staff, the division of speCial sur- 
veys is to be operated by Roy 
Smith, assistant chief of the Bu- 
reau of Agricultural Economics, 
who previously had only general 
administrative supervision of the 
work. 

It is now attempting to set up 
a study of public attitudes toward 
various textiles, presumably in 
keeping with the well-known Con- 
gressional desire to “find new 
markets for cotton.” 

Unless it is able to get some of 
the $61,000,000 Congress has au- 
thorized for agricultural research 
during the next five years (AA, 
Sept. 16), the unit will be limited 
to its prewar budget of less than 
$100,000. 

The government will still have a 
number of sampling organizations, 
particularly the growing setup in 
the Census Bureau which produces 
monthly employment information. 
Unlike the BAE organization, how- 
ever, other government research 
organizations follow the patterns 
of private research groups, and are 
equipped to ask “yes” and “no.” 
questions. Sponsors of the “atti- 
tude” technique argue that their 
method is particularly appropriate 
in assisting government officials 
who need to know about the ef- 
fectiveness of their programs. 


Wheatley Names Booth; 


Appoints New Agency 


Morey L. Booth, formerly as- 
sistant advertising manager of 
Brown and Williamson Tobacco 
Corpor a 
tion and re- 
cently assistant 
advertis- 
ing manager of 
Pepsodent 
Company, has 
joined the 
Wheatley May- 
onnaise Com- 
pany, Louis- 
ville, as adver- 
tising manager. 


Western Ad- M. L. Booth 
vertising 
Agency, Chicago, has been ap- 


pointed to handle the company’s 
advertising. 


Air Hiroshima Effects 

John Hersey’s graphic report of 
what happened when the atomic 
bomb exploded over Hiroshima 
will be presented in four instal- 
ments by the Canadian Broadcast- 
ing Corporation on the CBS Trans- 
Canada network Sept. 24, 25, 26 
and 27 at 10:30 p.m., EDT. 


Plough Names Rogers 


John L. Rogers, formerly copy 
group head of Dancer-Fitzgerald- 
Sample, New York, and product 
advertising manager of Vick 
Chemical Company, New York, 
has been appointed advertising 
manager of Plough, Memphis, 
Tenn., drug manufacturer. 


Auto makers used to tell the oil refining 
industry to give them a certain octane gas 
to accommodate motors of predetermined 
design. Now the refining people are in the 
driver’s seat. Motors are being designed to 
use the higher octane gas that the refining 
industry is equipping to make standard. 

In the process of bringing all refinery 
plants on a par with the few big plants that 
produced 100-octane gas for war aviation, 
the oil refining industry will have to spend 
three billion dollars for equipment. Ask 
the nearest representative of PETROLEUM 
ReFIner for details. (Offices in Houston, 
New York, Cleveland, Chicago, Tulsa, Les 
Angeles.) 
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WAA Outlines New 
National, Regional 
Advertising Setup 


(Continued from Page 1) 
differs in one essential detail from 
a preview which he gave ApvVER- 
TISING AGE; the local agencies are 
to operate under direct contract 
with War Assets, and to receive 
the full 15% commission. 

Earlier it had been felt that the 
regional system should be built 
by expanding the network of agen- 
cies already under contract to 
F&S&R. These agencies which 
write and place copy in areas re- 
mote from F&S&R staff members 
received 12% for their efforts 
(AA, Sept. 16). 

It has now been decided that 
separate and individual contracts 
are to be signed with WAA in 
Washington by each of the selected 
agencies, and that these agencies 
are to be responsible to Washing- 
ton for- adherence to policy and 
performance of contract. 

The agencies in the regional 
network are to provide full serv- 
ices for WAA regional offices, ac- 
cording to their needs. Appoint- 
ment of the local agencies will 
not affect the status of WAA re- 
gional advertising personnel al- 
ready retained for preparatory 
work and for direct mail promo- 
tions. 


WAA Approval Needed 


In explaining the new setup, 
Mr. Clarey said that each regional 
director had been instructed to 
furnish Washington with the 
names of local agencies which he 
considers qualified to render the 
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HERES “AJAX” “ 


Miracle Cleanser with Exclusive 
“ 


TESTING—Initial 

Ajax cleaner, new C-P-P product now 

being tested in four cities. (Story on 
Page |.) 


ad for 


newspaper 


Francis Urges 
All-out Aid for 
Ad Council Work 


WASHINGTON—More than 80 top 
sales and agency executives who 
gathered here for a two-day White 
House “fill-in” on current prob- 
lems of government heard Clar- 
ence Francis, chairman of the 
board of General Foods, plead for 
financial pledges to carry on the 
work of the Advertising Council. 

Fresh from meetings with Presi- 
dent Truman, and leaders of the 
government’s more_ embattled 
agencies, the sales executives were 


special type service required in 
his area, 

“When all recommendations are | 
received, we will review them and | 
make selections on the basis of | 
previous experience, recommenda- 
tions of newspaper and publishers 
associations, and standing in the 
business,” Mr. Clarey said. 

Eight agencies are working with 
WAA regional offices, while it is 
assured that more, if not all, will 
be shifted to the new basis. Mr. 
Clarey said no contracts have been 
issued or signed yet under the 
regional plan. 

In addition to its national work, 
F&S&R has provided services for 
regional offices in New York, De- 
troit, Cleveland and Richmond. 
Currently under contract to! 
F&S&R are the McCarty Co., in 
San Francisco, Los Angeles, Se- 
attle and Dallas; Allen & Rey- 
nolds, Omaha; Bruce Brewer &| 
Co., Kansas City; Conner Adver- 
tising, Denver; D’Arcy Advertis- 
ing, St. Louis; Knox Reeves Ad- 
vertising, Minneapolis, and Liller, 
Neal & Battle, Atlanta. 


FTC Issues Complaint 
Against Langendorf 


FTC has ordered the Langen-| 
dorf United Bakeries, San Fran- 
cisco, to stop advertising that it 
has been appointed official baker 
to the Dionne quintuplets, or that | 
the vitamin content of its bread is | 
superior to that of other bakeries. | 

The commission also objected | 
to presentation of the product as| 
useful in reducing diets. Four 
commissioners signed an opinion 
stating that “consumption of bread | 
in sufficient quantities would tend | 
to increase rather than decrease | 
body weight.” FTC said prac- 
tically all of the white breads on 
the American market are en-| 
riched with vitamins and minerals, 
and Langendorf bread does not} 
contain significantly greater 
amounts of these ingredients. 


Packers Elect Buchanan 


John M. Buchanan has been} 
elected president of British Colum - | 


bia Packers, Vancouver. S. K. 
Murray and R. E. Walker have 
been made vice-presidents. 


told the council personnel must 
be relieved of the financial wor- 
ries if it is to carry on the public 
service chore that advertising in- 
herited from the war. 

Mr. Francis, a member of the 
public advisory committee, pointed 
out that three new campaigns— 


|atomic energy, foreign trade and 


community relations—cost an 


average of more than $60,000 each , 


to prepare. 
He echoed Council Chairman 


Last Minute News Flashes 


Potter Launches New ‘Cuticura’ Preparation 

MALDEN, Mass.—Potter Drug and Chemical Corporation, Malden, 
Mass., maker of Cuticura soap, ointment, and talcum, is introducing 
Cuticura “Invisible” stainless liquid, to retail at 60 cents for three 
ounces, for “faster relief from externally caused blemishes and rashes,” 
in 140-line newspaper space in New York City. The company nor- 
mally uses two-inch weekly insertions. Radio, car cards, window and 
interior counter displays will supplement. Advertising will be ex- 
tended to other cities soon. Atherton & Currier, Inc., New York, is 
the agency. 


Smith Bros. Plans Major Fall Campaign 

POUGHKEEPSIE, N. Y.—Smith Bros., Poughkeepsie, N. Y., is planning 
a campaign in newspapers, magazines and spot radio this fall. In- 
cluded on the schedule are 110 to 170 line ads in The American Weekly, 
This Week, First Three Markets Group, and 85 newspapers, spot radio 
on six stations in key cities, and 1/3 and % page insertions in Colliers, 
Life, Look, The Saturday Evening Post and a list of farm, youth and 
comic publications not finally determined. Sullivan, Stauffer, Colwell 
& Bayles, Inc., N. Y., is the agency. 


ABC Drops ‘Society of Amateur Chefs’ 

NEw YorkK—American Broadcasting Company has notified Ben Irvin 
Butler, who owns the title, that the “Society of Amateur Chefs” will 
be canceled as a sustainer after next Tuesday’s broadcast. The show, 
reported optioned to Kelvinator (AA, Sept. 2), is no longer under con- 
sideration, Kelvinator’s agency, Geyer, Cornell & Newell, said today. 


Pillsbury to Use Comics for Farina 
MINNEAPOLIS—Pillsbury Mills will use a series of four-color comic 
ads in newspapers throughout the country this fall and winter for its 
farina. Copy will feature a combination box-top and coin offer of a 
series of eight prints of comic strip characters by leading artists. 


Universal to Introduce Ball-O-Matic Pen Soon 

NEw YorK—Universal Pen Company, through W. W. Wiley Adver- 
tising, will shortly launch a national campaign to introduce its $3 Ball- 
O-Matic pen. Aldens, Chicago mail order house, has already offered 
the ball point pen, which has a three-year ink supply and is the 
cheapest ball pen yet marketed. 


RCA Victor Copy to Celebrate Billionth Record 

New YorK—RCA Victor division of Radio Corporation of America, 
Camden, N. J., will break a black and white spread in Oct. 28 issue of 
Life, opening a campaign to celebrate its billionth record. Subsequent 
copy will appear in ten consumer magazines plus music and dealer 
publications. The billionth record is a Red Seal Vinylite recording of 
the Boston Symphony playing two Sousa marches. The record, gold 
plated, will be awarded to Gen. A. A. Vandergrift, commandant of the 
Marine Corps, at a dinner in Camden, Oct. 14. J. Walter Thompson 
Company is the agency. 


N.Y. Dailies Hold Goodall Launches 
Circulation Thru First Plastic Ads 
Trucking Strike ee eee 


Inc., subsidiary of Goodall-San- 
New York—As New York re-| ford, Inc., through Ruthrauff & 
‘covered from the effects of its| Ryan, has started its second ad- 
trucking strike, the city’s news-|Vé€rtising campaign and first con- 


peeahsnceessaneninntetets 


| Day, he said. At that time, it was | 
‘estimated that the council might | ment 
‘maintain 10% of the wartime high Wednesday, while the Post had 
of $300,000,000 a year—or $30,- no ads in its 24 pages and the 


James W. Young, and Evans Clark, papers—forced to drop advertis- 
chairman of the advisory commit-|ing because of the breakdown of 
tee, who held that public service |newsprint deliveries (AA, Sept. 
work had brought broad public |16)—-got back on their feet and 
recognition on the power and use-| began publication on a normal 
fulness of advertising. schedule. AA was unable to find 
Earlier Mr. Young had reported | any evidence that newspaper cir- 
that American business is con-|cuiation had suffered as a result 
tributing advertising at the rate|of the reduced sizes. 
of $100,000,000 a year in support First to come back was the 
of information projects developed |News, with 68 pages and 74,000 
in cooperation with the govern-/|lines of advertising. The Times 
ment and private non-profit or-| went to 48, the Sun to 38 and the 
ganizations. World-Telegram to 38. All of these 
The actual record is far better | papers carried all classifications 
than anyone had hoped when the /}of advertising on Wednesday. 
council was reorganized after V-J| The Herald Tribune, with only 
20 pages, was able to carry amuse- 
and classified only on 


000,000. | Journal-American, with 14 pages, 
The council and its guests were|and the Mirror, with 16 pages, 
here at the invitation of Recon-|also eliminated advertising. 
version Chief John Steelman. At All publications expected to be 
off-the-record sessions they heard | back to normal by this week and 
from such notables as Veterans Ad- |begin catching up on their back- 
ministrator Omar Bradley, Hous-|log, while retail and amusement 
ing Chief Wilson Wyatt, Gen. Mark | advertisers canceled their radio 
Clark, Attorney General Tom fill-ins and resumed newspaper 
Clark, Commerce Secretary Henry | schedules. 
Wallace, Treasury Secretary John 
Snyder, and others. 


Drops Air Serial 


Whitehall Pharmacal Company, 
|New York, has canceled sponsor- 
Pepsodent Names Merry | ship of the 15-minute daytime 
R. E. Merry, formerly advertis- | serial, “Real Life Stories,” on the 
ing manager of Lever Brothers,| ytual network effective Oct. 13. 
Toronto, has been appointed a di- | phe program only recently picked 
rector of Pepsodent Company of up Whitehall sponsorship again 
Canada, Toronto. following a summer on the air as 
— a sustainer. The show was aired 
’ for Anacin through Dancer-Fitz- 
Jones & Brakeley to 4A’s _gerald-Sample. Whitehall is plunk- 
Jones & Brakeley, Inc., New| ing its big radio-advertising money 
York, has joined the American As- | this season on its newly-acquired 
sociation of Advertising Agencies.| Bob Burns show. 


sumer plastic advertising since the 
division’s inception 18 months 
ago, with four-color bleed spreads 
in The Saturday Evening Post. 
The series, scheduled to run 
through July, 1947, featuring 
“Blended-for-Performance” plas- 
tic fabrics, will be followed with 
single bleed pages in October is- 
sues of House & Garden and 


|House Beautiful. 


Ads starting in the spring of 
1947 in Harper’s Bazaar and 
Vogue will be devoted to promo- 
tion of woolens for women’s wear. 
Also scheduled in the new series 
are 19 business papers. 

Newspaper advertising in roto- 
gravure sections in key market 
areas is being worked out now to 
back up the companys’ newly cre- 
ated retail sales division. Further 
promotion for the plastic fabrics 
is planned through expositions in 
the American Hospital Show in 
Philadelphia Sept. 23, The Pan 
American & International Hotel 
Exposition, Miami, Oct. 15, and 
the National Hotel Show, New 
York, Nov. 14. 


Amity Opens New Plant 


Amity Leather Products Com- 
pany, West Bend, Wis., has opened 
a new plant in Sturgeon Bay, 
Wis., to manufacture both Amity 
and Rolfs personal leather goods, 
including handbags and _ pocket- 
books. 


C. C. Fogarty Moves 

C. C. Fogarty Company, for- 
merly Matteson - Fogarty - Jordan 
Company, has moved its offices to 
larger quarters in the Bell build- 
ing, 307 N. Michigan Ave., Chi- 
cago. 
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Pearson and Allen 
Ask FCC Okay on 
Baltimore Station 


WASHINGTON—FCC’s first major 
“Blue Book” case was complicated 
last week by the announcement 
that a new corporation backed by 
columnist Drew Pearson would 
seek the frequency now occupied 
by Hearst Radio’s WBAL. Balti- 
more. 

Renewal of WBAL’s license had 
been held up by the commission 
pending a hearing scheduled Oct. 
1, when owners of the station are 
to have an opportunity to show 
that their programming measures 
up to “standards of public re- 
sponsibility” outlined in the FCC 
report last spring. 

The new corporation, which is 
owned jointly by Pearson and his 
former column-associate, Col. 
Robert S. Allen, probably will ask 
postponement of the Oct. 1 hear- 
ing until it can prepare a “bid” 
for WBAL’s wave length. The 
FCC “Blue Book” cited WBAL as 
an example of a station which was 
not living up to the promises 
which it made at the time it ap- 
plied for its original license. 

A new Hearst Radio station 
statement filed with FCC indicates 


future programming plans _ in 
keeping with the “Blue Book” 
levels, Marcus Cohn and Leonard 


Woods, former FCC attorneys, are 
representing Pearson and Allen 
in applying for the frequency. 


Marshall Field 
Opens 26-Week 


Television Show 


CuIcAGoO—Marshall Field & Co. 
will present “Don McNeill’s Din- 
ner Club,” new television show, 
beginning Wednesday, Sept 25, 8- 
8:30 p.m., on WBKB, Chicago. The 
26-week series will cost an esti- 
mated $65,000, believed to be the 
largest amount to date allotted for 
a television series. 

Don McNeill, who has_ spent 
about 4,400 hours in front of the 
microphone, will introduce the 
show, which is designed to repre- 
sent a supper club where high 
fashion costumes will be modeled. 
Among others slated for the cast 
is George, headwaiter at the Am- 
bassador East’s famous Pump 
Room. 

Marshall Field & Co. presented 
in 1944 one of the first commer- 
cially sponsored full-length video 
shows in the Midwest, and last 
year sponsored a 13-week tele- 
vision series on WBKB. 


Flynn Succeeds 
Holliss on ‘News’ 


F. M. (Jack) Flynn, business 
manager of the New York Daily 
News since 1938, has been named 
general business manager, suc- 
ceeding the late Roy C. Holliss, 
who served briefly as acting presi- 
dent of the News following Capt. 
Joseph M. Patterson’s death last 
May. Mr. Holliss was killed re- 
cently in an auto crash (AA, 
Sept. 2). 

Philip B. Stephens, formerly as- 
sistant to Mr. Flynn, has been 
appointed business manager of 
the paper. Mr. Flynn, recently 
elected treasurer of the News 
Syndicate, publisher of the News, 
‘last week also was named treas- 
urer and a director of the New 
| York News-Chicago Tribune News 
| Syndicate. 


|Ford Chemical to Nelson 


| Ford Chemical Corporation, New 

York, has appointed Raymond E. 
Nelson, Inc., New York. Radio, 
newspapers and business papers 
will be scheduled for a campaign, 
to begin about Oct. 15, to promote 
Ford’s Sulphur Solution, antisep- 
tic preparation. Plans call for 
seven quarter-hour programs 
weekly on a New York station, 
with the schedule to be increased 
later. 
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[WANT A RADIO THATS 
AS SMART LOOKING 
AS THE REST OF 
OUR FURMITURE 


FOR MY MONEY 
TONE 18 THE 
/MPORTANT THING 


Were not inferring that marriage means strife, 
But what sells a husband may not sell his wife. 


He buys a radio set for its tone, 
While she may be sold on appearance alone. 


So radio makers, both tactful and wise 
Talk to the ladies as well as their guys. 


The American Magazine double-exposes 
Their ads to both sexes, it’s under both noses. 


Excuse us for patting ourselves on the back, 
But what we deliver is worth lots of jack. 
This double exposure’s an outstanding buy. — 
It means that both sexes will give you the @». 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK 
PUBLISHERS OF THE AMERICAN MAGAZINE, 


‘It’s a Split Decision! 


menican 
Magazine 


DOUBLE-EXPOSES 
YOUR ADS 
TO BOTH SEXES 


AVENUE, NEW YORK 17, N. Y. 


COLLIER’'S, WOMAN'S HOME COMPANION 
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